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ABSTRACT

Internet sales were less than 2 percent of total consumer spending in 2004 (U.S.
Census Bureau, 2004) and are projected to increase to 15-20 percent of total consumer
spending by 2010 (The Economist, 2000). Some researchers note that the future of
retailing depends on the Internet. The Internet is also an important tool for college
students because it provides entertainment, socializing and study sources. Although
college students were early adopters and heavy users of the Internet, there is a lack of
theoretical and empirical research about college students' Internet shopping behaviors. It
is important to study college students' Internet shopping behaviors because college
students are moving into the adult world. Hence, the purpose of this study was to
examine college students' Internet shopping behaviors based on product involvement.
This study focused on college consumers' clothing shopping on the Internet.
Clothing was studied because it ranks third in college students' spending on the Internet.
This study employed the Engel, Blackwell, and Miniard (EBM) Consumer Decision
Process model to describe purchasing decisions and Internet shopping behaviors of high
and low involvement consumers.
Results are based on responses of 473 college students aged 18 and older.
Involvement scores were used to develop low and high involvement groups.

High

involvement consumers were more likely to seek information on the location of stores
and availability of product or service information than the low involvement consumers.
While shopping on the Internet, high product involvement consumers scored higher on
shopping orientation factors; brand consciousness, individuality, store choice alternatives,
and Internet shopping preference, than low product involvement consumers. Moreover,
lV

high product involvement consumers were more influenced by commercial and personal

information sources than the low product involvement consumers.

The level of product involvement was related to situational influences. The factor

"convenience," a situational influence, was ated higher by the low product involvement

consumers than high involvement consumers. However, the factor "Internet shopping

advantages," a situational influence, was not different for the high and low involvement

groups.

Consumers' previous Internet shopping expenence mcreases future intent to

purchase on the Internet. Consumers who had previous Internet purchase experience and

high involvement had a higher likelihood of future Internet purchasing than consumers
who had high involvement and did not have previous Internet shopping experience.

Therefore, results indicated that different levels of clothing involvement led to different

Internet purchasing behaviors.
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CHAPTER I
INTRODUCTION
In 1995, fewer than 20 million people used the Internet (Town, 1999) but by 2002
more than 137 million people (66 % of adults) were using the Internet in the U.S.
(Greenspan, 2002; Pew Internet and American Life Project, 2002). Among adult online
users, fifty-five percent connect to the Internet at home and 30% connect at work
(Greenspan, 2002). The online population is dramatically increasing without a gender
and age gap. Also, the number of households with personal computers (PC) is increasing
(Greenspan, 2002).
The Internet has changed dramatically since the 1990s (Greenspan, 2002; The
Futurist, 2001). Today the Internet is used for a large number of everyday activities, such
as checking e-mail, making reservations, purchasing tickets, shopping for merchandise,
reading newspapers, bill paying, and banking. Consumers' lifestyles have changed, and
electronic technology has evolved to meet consumer needs (Greenspan, 2002)
The Internet is the most popular interactive medium. It has proliferated rapidly as
an electronic channel in the marketplace. The retail environment is gradually being
transformed from the traditional marketplace into a cyber-marketplace because most
traditional retailers have created their own websites to catch or hold their new electronic
commerce (e-commerce) customers. The number of electronic stores has unpredictably
increased at a fast pace. The Internet market is the new growth area for industry (Allen &
Fjermerstad, 2001; Bobbitt & Dabholkar, 2001; Lohse, Bellman, & Johnson, 2000; Perry
& Bodkin, 2000; Lee, Kim, & Ahn, 2000). Moreover, according to Ernst and Young's
second annual survey of Internet shopping, the percentage of U.S. consumers that have
1

purchased products and services on the Internet is increasing significantly (National
Retail Federation, 1999).

Because more people are purchasing products or services through the Internet, the

Internet is an important channel in the retail industry. The Internet has connected multi

marketplaces and consumers. It has even created a global market that is the largest

market ever (Lohse, Bellman, & Johnson, 2000; Pascale, 2000). The Internet is rapidly

substituting for or complementing traditional channels. Moreover, consumers can easily
access the Internet for searching, browsing and shopping. They can search or shop

anytime and anywhere via the Internet (Allen & Fjermerstad, 2001; Fram & Grady, 1997;

Lee, Kim, & Ahn, 2000, Lohse, Bellman, & Johnson, 2000; Perry & Bodkin, 2000).

Thus, the Internet market channel is growing (Lohse, Bellman, & Johnson, 2000;

Peterson & Merino, 2003).

According to the U.S. Census Bureau, Internet sales were less than 2 percent of

total sales in 2004 (U.S. Census Bureau, 2004). Internet sales accounted for $31.4 billion
in 2001, and the Internet market is projected to increase to $81.1 billion in 2006 (The
Economist, 2000; DM News, 2002). Researchers expect the market to capture $49

billion in profit by 2004 (Pastore, 2001). Additionally, Internet spending is increasing
rather than catalog and traditional store spending according to the eSpending Report from

Goldman Sachs (Nielsen/NetRating, 2002). Hence, some researchers have assumed that

the future of the retail market depends on the Internet (Pastore, 2001). The Internet

market has attracted a great deal of attention in recent years because of large sales

volume and great marketing advantages (Eroglu, Machleit, & Davis, 2001).
2

The growth of Internet users is the most significant factor for predicting an
increase in Internet retail sales (Lohse, Bellman, & Johnson, 2000). More than 65% of
Americans access the Internet, and the largest connecting group in the US Internet
population (28 percent) is young adults between 19 and 29 years old (Greenspan, 2002).
According to the Pew Internet and American Life Project, United States college students
are much more likely to connect to the Internet than the general American population
(Pew Internet and American Life Project, 2002). Moreover, the rate of Internet use

among college students (i.e. students 18 to 24 years old) increased significantly between
1998 and 2000 (i.e. 44.3% to 56.8%) (U.S. Department of Commerce, 2000). Almost
100 percent of American college students are using the Internet as a part of their daily
routine. They connect to the Internet as commonly as they use the telephone or television
(Pew Internet and American Life Project, 2002; The Futurist, 2001). The Internet is an

important tool for college students because the Internet provides entertainment,
socializing, and study sources (Pew Internet and American Life Project, 2002; The
Futurist, 2001; Brown, Pope, & Voges, 2003).
Although college students were the early adopters and heavy users of the Internet,
there is a lack of research about college students' Internet behaviors. It is important to
study students' Internet behaviors because as college students move into the adult world,
they will continue to use the Internet for information, entertainment, reference sources
and shopping (Pew Internet and American Life Project, 2002).
The eCommerce Pulse on-line survey found that more than 81.2% of adults with
Internet access made at least one purchase through an on-line shopping site (Pastore,
2001). According to the eSpending Report, shoppers 18 to 24 years old made up only
3

17% of the total online shopping population during the holiday season in 2002, an

increase of 7% over 2001 (Nielsen/NetRatings, 2003). Therefore, the college market is a

lucrative e-market for the future because younger online shopping populations (such as
university and college students) are gradually increasing. Indeed, college students, not
surprisingly, represent a critically important market for consumer products and services,

which has led to an increased interest on the part of retailers in catering to their needs.

Moreover, some researchers have suggested that understanding customer

shopping behavior on the Internet or websites is important in a continuously changing

electronic and traditional business environment. Internet-based companies' knowledge of
what is presently changing and how it has changed is of crucial importance because it

prepares businesses to provide the right products and services to suit changing market
needs (Lui, Hsu, Han & Xia, 2000).

Consumers purchase a product or service on the Internet, retail stores, catalog, or

direct markets. When a consumer realizes the need for a product or service, he or she
may go through a purchasing decision process. The purchasing decision process contains
five steps: problem recognition, information search, evaluation, purchase, and outcome.

Generally, the end result of the purchasing decision process is the purchase of a product

or service by a consumer. On the other hand, a consumer may decide not to purchase,

and the process then stops (Engel, Blackwell, & Miniard, 1986).

The purchasing

decision process has been studied in the traditional retail marketplace. Many consumers
follow the purchasing decision process if they want to buy a product or service (Engel,

Blackwell, & Miniard, 1986; Shim & Drake, 1990). However, the consumer purchasing
decision process has not been tested in the Internet marketplace. Some studies suggest
4

consumers who search for product information on the Internet make better and more

efficient purchasing decisions than those who seek information from traditional retail
stores (Peterson & Merino, 2003). Thus, the first goal of this study is to investigate the

decision process of the Internet shopper.

For over thirty years researchers have given great attention to the concept of

product involvement in understanding consumer behavior. The general definition of
involvement is: "the degree of personal relevance, interest and/or subjective importance

of the product category or purchase decision" (Petty, Caioppo, & Schumann, 1983;

Zaichkowsky, 1985). This concept also has been a central construct in the marketing and
retailing field. Consumers' product involvement with a particular product category has

yielded rich research results on product choice behaviors for retail market strategy (Bloch,
Sherrell, & Ridgway, 1986; Luckshin, Spawton, & Macintosh, 1997; Warrington & Shim

2000).

However, product involvement has never been combined with consumer's

Internet purchasing decision behaviors. There is limited research about college students'

Internet shopping behaviors. To fill this void, this study focuses on college students'
Internet purchasing behaviors and their Internet purchasing decision behaviors.
Purpose of the Study

The Internet marketplace is an interesting area of academic research and has

attracted great attention by scholars and business people. Many Internet e-journals that
deal with online markets have been published (Jiang, 2002; Lee, Kim, & Ahn, 2000).

Because of consumer demand, the Internet market place has grown, but there is a lack of

research focusing on consumer purchasing decision behaviors and shopping behaviors on
5

the Internet. Indeed, there is a lack of research combining Internet consumer purchasing

decision behaviors with product involvement for e-retailers marketing products on the
Internet.

This study focuses on the specific product category of clothing, a product

frequently purchased through the Internet. According to Ernst and Young's Global

Online Retailing Survey, clothing ranks fourth among product categories frequently

purchased through the Internet (Seckler, 2001). Clothing sales through the Internet are

dramatically increasing. According to Shop.org (2001), 29% of Internet shoppers had

accessed the Internet to purchase clothing. Additionally, in the college student market,

clothing ranks third among product categories of student online purchases in the past 12

months (World of Mouse, 2002).

Recently, Internet shoppers have been increasing dramatically, although still in the

minority, and the portion of Internet sales has also been significantly increasing. Even
though Internet sales are projected to become a large portion of total retail sales in the

next few years for retailers and manufacturers (National Retail Federation, 1999), there is

very little research about Internet consumers' shopping behaviors and shopping

orientations. Shopping orientations are defined as "a shopper's style that places

particular emphasis on certain activities" (Hawkins, Best, & Coney, 1989). The concept

of shopping orientation has been used to understand consumers' shopping behaviors in

retailing and marketing (Darden & Howell, 1987). Furthermore, although most previous
research on shopping behaviors has been conducted since the 1970s, Internet shopping
orientation has rarely been researched.

6

This study focuses on Internet consumer purchasing decisions based on the impact
of product involvement. The purposes of this study are (1) to classify individuals' based
on level of product involvement, (2) to investigate information source influence,
shopping orientations, Internet information search effort, and situational influences based
on product involvement and (3) to describe the purchasing decisions of high and low
involvement groups.
This study may help e-retailers and e-marketers create new e-commerce marketing
strategies. To succeed, future Internet businesses, e-retailers and e-marketers have to
understand consumers' shopping behaviors. Indeed, they must understand characteristics
of current Internet shoppers' consumption patterns and consumers' unique purchasing
decision processes to prepare and to establish new Internet marketing strategies correctly.

Conceptual Framework

For this study, a conceptual model of the influence of product involvement,
shopping orientations and information source influence on consumers' Internet
purchasing decision process was developed based on the EBM consumer decision
process stages (see Figure 1.2). The Engel, Blackwell, and Miniard (EBM) Consumer
Decision Process Model (1986) includes five basic decision process stages (1) problem
recognition, (2) information search, (3) evaluation, (4) purchase, and (5) outcome (see
Figure 1.1). This research studies product involvement as an influence in the second
stage, information search, in the EBM decision process model. Product involvement may
affect Internet information search effort and information sought when selecting a product/
service (Zaichkowsky, 1985; Korganokar & Moschis, 1982; Shim & Kotsiopulos, 1993).
7
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Figurel.1 Engel, Blackwell, and Miniard's Consumer Decision Process Model (1986)
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Figure1.2 A Conceptual Model Of The Influence Of Product Involvement, Shopping Orientations And Information Source
Influence On Consumers' Internet Shopping Decision Process

Other factors also influence the consumer's decision process. These include shopping
orientation, information source influence, and situational influences.

Shopping

orientation and information source influence affect the consumer at the second stage,

information search. According to previous findings, consumers with different shopping

orientations reveal different consumer characteristics and market behaviors, including

different needs and preferences for information sources (Moschis, 1976). Situational
influences affect the third stage, evaluation. The previous results of Engel, Blackwell,

and Miniard (1986) indicated that situational influences are important and are beyond the
control of marketers.
influences.

Thus, this study also considers Internet shopping situational
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CHAPTER II
LITERATURE REVIEW

The purpose of this dissertation was to describe Internet shopping behaviors of

college students. This chapter reviews literature on the Internet, involvement, shopping

orientations, information sources, and situational influences that are critical to

understanding Internet shopping behaviors. This chapter also presents the theoretical

basis for this study. Based on the review of literature, hypotheses are proposed.
Internet

The Internet was originally designed for the exchange of data between

decentralized computers and has evolved into the World Wide Web (WWW). The ease

of publishing on the Web has facilitated the adoption of WWW (Internet) technology by
consumers and producers (Ward & Lee, 2000). Consumer demand for the Internet is the

primary factor that ultimately drives widespread adoption of the Internet by retailers

(Donthu & Garcia, 1999). Currently, the Internet is offering many different information

services quickly, inexpensively and visually in different virtual locations (Lee, Kim, &

Ahn, 2000).

Now, people can connect to information, news, and events and socialize with

family and friends through the Internet. Using the Internet for travel information,

financial information or news and current events is highly related to purchasing

merchandise and services online (Peterson & Merino, 2003; Lohse, Bellman, & Johnson,

2000). The diverse uses of the Internet increased prominently from 1997 to 1998. In

1998 the "wired lifestyle" became more pervasive (Lohse, Bellman, & Johnson, 2000).
11

In the 2000s, most people were living a ''wired lifestyle" because many people adopted

the Internet as a daily life activity. Indeed, adults in the United States access the Internet
from home and from work (Greenspan, 2002).

The Internet is a fascinating tool for retailers, and many retailers have developed

attractive and easily accessed websites to gain new electronic customers and invest a lot

of money in the Internet (Donthu & Garcia, 1999: Cathy Hart, 2000). Many companies
are spending more money to maintain their websites than ever before (Pascale, 2000).

For example, some companies spend twice as much money to design and maintain their
websites and respond to e-mails than to provide a 1-800 toll free call service (Perry &

Bodkin, 2000). The annual average cost of maintaining websites in retail areas actually
increased 7% from $40,900 to $43,600 between 1999 and 2000 (Pascale, 2000).

Retailers frequently update information on their websites (National Retail Federation,
1999).

More than 78% of the companies in the retail industry have integrated the Internet

into their marketing strategies. Retail companies prefer to use their websites or the

Internet across a variety of marketing communications activities (Perry & Bodkin, 2000).

The Internet is currently being used by a majority of retailers primarily as an information

medium rather than a direct purchase channel (Morganosky & Cude, 2000; National
Retail Frderation, 1999). Retailers are also_ using the Internet as a bridge to the store

rather than as a replacement for the store (Morganosky & Cude, 2000). However, the

Internet is providing another market choice to consumers. Current consumers have
various shopping choices (Szymanski & Hise, 2000).
12

Because of the increasing size of the Internet marketplace and previous

experience with direct market purchases, Internet users are making purchases online

. (Lohse, Bellman, & Johnson, 2000). Internet shopping offers convenience as a great
attraction. Consumers can save shopping time, such as travel time, time spent parking,

and time spent in the checkout lines (Bhatnagar, Misra, & Rao, 2000; Szymanski & Hise,

2000).

Internet Users and Shoppers

According to early studies, some who have experienced buying products through

direct markets such as mail, catalog, telephone or in-home video were more likely to

become Internet shoppers (Lohse, Bellman, & Johnson, 2000; Ray, 2001; Shim & Drake,

1990). Especially, the great portions of catalog shoppers are more likely to become

online shoppers (Lohse, Bellman, & Johnson, 2000). Shim and Drake (1990) found that

shoppers who had high electronic shopping intentions were more likely to be dissatisfied
with local shopping, feel time pressure for shopping, be planned buyers, be interested in

current fashion, be personal computer users either at home or office, and not enjoy
shopping at a shopping center. The electronic shoppers in their study were mostly male,

married, with college or postgraduate degrees, a high income, a professional career, a

child, and were on average 38 years old.

Industry and academic researchers have investigated and profiled Internet users and

shoppers because Internet shopping has become a very popular activity among Internet

users (Donthu & Gracia, 1999; Lohse, Bellman, & Johnson, 2000). Although more males
frequently use the Internet at their work place than females (GVU's 9th WWW User
13

Survey, 1998), not all of them become Internet shoppers. Donthu and Gracia (1999)

studied data from two groups: a group of Internet shoppers who purchased goods from

the Internet and another group of Internet non-shoppers who had never purchased from

the Internet. Internet users were young, well paid, college educated and male and were

likely to become Internet shoppers. Since Shim and Drake's study (1990), the average

electronic users have shifted from the middle age generation to the college age generation.
However, researchers have discovered that Internet shoppers are older, better educated
than the general population, and earn more money than the average Internet users

(Donthu & Gracia, 1999; Szymanski & Hise, 2000; National Retail Federation, 1999).

Internet shoppers are convenience seekers who are innovative and more inclusive and

variety seeking than non-Internet shoppers (Donthu & Gracia, 1999; Szymanski & Hise,
2000).

In 2001, more females were using the Internet than males, and they were more

likely to purchase products or services via the Internet (Pastore, 2001; Ray, 2001). The

average age of Internet shoppers was 34 years old, with middle range household income

($49,800 in 2001) and there were more singles than married people (Pastore, 2001 ; Ray,
2001).

Internet Shopping Behaviors and Internet Information Search

Lohse, Bellman, and Johnson (2000) investigated Internet shopping behavior

between 1997 and 1998 with the panel data of the Wharton Virtual Test Market Survey

(WVTM), closely matching the U.S. online population. The authors reported that there

was a positive relationship between spending time online and purchasing online. For
14

instance, when consumers spent a long time on the Internet, they were more likely to

make an online purchase. The other effect of online purchase was the number of e-mail

messages. Internet shoppers received so many junk e-mails or e-mail promotions daily ·
that the number of e-mail messages greatly influenced buying behavior. Receiving e

mail messages influenced consumers to buy products and to visit online, and to have a
high click-through rate (Lohse, Bellman, & Johnson, 2000; Pascale, 2000).

Internet users were more likely to search for product information. According to

Bellman, Lohse, and Johnson (1999), the information search on the Internet is the most
important predictor of online buying behavior. The average searching time for product

information was about 30 minutes (Ward & Lee, 2000). More than one-third of Web

users were spending 1 0-20 hours on the Internet per week (GVU's 9th WWW User

Survey, 1998). In other words, online consumers were spending time to get product

information before they made a purchasing decision. Then, they bought the products or

services from the Internet and were more likely to become regular online shoppers

(Lohse, Bellman, & Johnson, 2000; Pascale, 2000). In addition, Internet shoppers were

planned shoppers because they were more likely to seek information about products, and

then they were more likely to buy the products from the Internet (GVU's 9th WWW User
Survey, 1 998; Lohse, Bellman, & Johnson, 2000)

With Internet shopping, consumers think that attractive factors are comparing

price and wider choices. In a current study, consumers compared the price and brand of
products through the different websites (Ray, 2001 ). Donthu and Gracia ( 1999)

announced that the Internet shoppers and Internet non-shoppers were sensitive to brand

and price. They were conscious of the well-known national brands because Internet users
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can trust their websites and products. When Internet shoppers chose a branded product,
they reduced the shopping risks, such as quality, return policy, and guarantee of products.
Donthu and Gracia ( 1999) concluded that Internet shoppers were economic shoppers
because they were usually looking for inexpensive products with excellent quality, and
they were sensitive to the price of the product. Internet shoppers also had a positive
attitude toward direct marketing and advertising. Nonetheless, Internet shoppers were
not social shoppers because they were usually looking for convenience while shopping.
They did not enjoy the personal contact as in the traditional shopping outlets (Donthu &
Garcia, 1999; Lohse, Bellman, & Johnson, 2000).
Ward and Lee (2000) analyzed brand reliance and product quality in an Internet
commerce survey. Their study, however, indicated that Internet users were less likely to
consider the brand names as a signal of product quality. When they purchase or research
the products, they are more likely to consider the quality of products rather than the brand.
Another study found that compared to Internet non-shoppers, Internet shoppers had less
brand and price consciousness (Donthu & Garcia, 1999).
When consumers need to purchase a product or service, they are going to search
and collect the product or service information from information sources, such as media,
sellers, personal hands-on experience, individuals and the Internet (Peterson & Merino,
2003; Eastlick, Lotz, Shim, & Watchraversringkan, 2003). According to a recent study,
more than 36% of Americans search for product and service information through the
Internet (Peterson & Merino, 2003). The Internet is a fascinating place for gathering
general and specific product and service information, comparing brands, making a choice,
and buying. Moreover, Internet searching behaviors are significantly influenced by
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Internet purchase behaviors (Eastlick, Lotz, Shim, & Watchraversringkan, 2003).

Peterson and Merino (2003) propose in their research that pre-purchase searching for

product and service information may lead to better consumer decision making (Peterson
& Merino, 2003). Therefore, product information searching behaviors on the Internet

need to be investigated.

Involvement

Involvement is an important concept in marketing and retailing areas because it

can explain consumer behavior {Laurent & Kapferer, 1985; Beatty, Kahle, & Homer,

1988; Bei & Widdows, 1999; Traylor & Joseph, 1984; Zaichkowsky, 1986). The concept

of involvement has yielded rich results for retail marketing strategy, but it is still an

ongoing research topic in the fields of marketing and retailing. It is also a key element in

revealing an individual's identity or sense of self (Bei & Widdows, 1999; Traylor &

Joseph, 1984). Since the late 1940s, researchers have tried to describe the concept of

involvement as a psychological construct, and they have investigated the idea of

involvement in order to understand its nature (Sherif & Cantril, 1947). The concept of

involvement has been described in many ways. However, there is no one unified clear

definition of involvement existing at the present time (Laurent & Kapferer, 1985; Beatty,

Kahle, & Homer, 1988; Zaichkowsky, 1986). Indeed, the most frequently used definition
of involvement includes a personal "feel" more than a personal "think," because it may

refer to a personal sign or symbolic value and a personal hedonic or pleasure value.

Involvement contains internal and external personal value and stimulation (Laurent &

Kapferer, 1985; Zaichkowsky, 1986).
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Rothschild (1984) suggests, "Involvement is a state of motivation, arousal or

interest, evoked by a particular stimulus or situation displaying drive properties (p. 2 1 7)."

Laurent and Kapferer (1985) found that involvement has two facets; one is personal
perceived importance of products and their hedonic value, and the other is the perceived

risk associated with products and the sign value attributed to the products. Hence, the

various definitions of product involvement all tap the "feeling of interest, enthusiasm and

excitement consumers have about specific product categories" (p. 365) (Goldsmith &

Emmert, 199 1 ). In previous research, the concept of involvement has been viewed in
many research studies, such as product involvement, ego involvement, purchasing

decision involvement, and advertising involvement (Mittal & Lee, 1989; Laurent &

Kapferer, 1985; Beatty, Kahle, & Homer, 1988; Goldsmith & Emmert, 1 99 1 ; Flynn &
Goldsmith, 1993; Warrington, & Shim, 2000).

The concept of involvement and the influence of product involvement prompt

various research questions because the consumers' level of product involvement

influences information searching behaviors and the purchasing decision process (Beatty
& Kahle, 1988; Traylor, 1981). Furthermore, product involvement has been measured in

many different ways. The Personal Involvement Inventory (PII) of Zaichkowsky (1985)

is broadly used to measure the concept of product involvement because it has been found
to be a reliable and valid measure of clothing and other product involvement (Fairhurst,
Good, & Gentry, 1989; Shim, Kotsiopulos, & Knoll, 199 1 ).
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High and Low Involvement Behavior
Product involvement has been studied in relation to consumer product choice
behavior (Flynn & Goldsmith, 1993, Kapferer & Laurent, 1993; Laurent & Kapferer,
1985; Mittal & Lee, 1989). The concept of product involvement has been an important
element i!1 explaining consumer behavior because consumers' level of product
involvement has affected the consumers' decision process and shopping behaviors (Mittal
& Lee, 1989; Laurent & Kapferer, 1985). Moreover, consumers with high product
involvement are less sensitive to the price of products than consumers with low product
involvement (Beatty, Kahle, & Homer, 1988).
According to the pioneer studies of product involvement, research supported that
low product involvement was more likely to relate to non-durable products that were
bought frequently, such as cigarettes, suntan lotions, camera flashcubes, and car tires.
High-involvement products, however, were considered durable products, such as
diamond rings, economy cars, and electric wristwatches because consumers purchase
these products less frequently. Hence, much of the previous research indicated that the
high-involvement products were more often expensive products rather than less
expensive products (Bowen & Chaffee, 1974; Zaichkowsky, 1986).
In specific cases, the price of products and level of product involvement have a
positive relationship (Zaichkowsky, 1986). However, these relationships between the
price of the product and level of product involvement are not always true (Bowen &
Chaffee, 1974; Zaichkowsky, 1986). For example, college students were more likely to
be involved with less expensive products, such as beer, milk, and news magazines than
expensive products, such as color televisions, bicycles, and typewriters (Zaichkowsky,
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1986). Therefore, each individual has a different level of product involvement for
different types of products. For instance, most consumers had a high level of product

involvement with electronic equipment, such as cameras, videocassette recorders (VCRs),

and stereos (Rahtz & Moore, 1989; Mittal & Lee, 1989). However, another study found
that housewives consider electronic equipment less importantly and they have a high

level of product involvement with dresses and bras (Laurent & Kapferer, 1985). Hence,

it is hard to define the concept of high and low involvement products because
individual's tastes, values, feelings and thoughts are different {Traylor, 1981).

Compared to common products, such as shampoo, beer, instant coffee, and soft

drinks, electronic and mechanical equipment, such as VCR's and stereo sets, automobiles,
typewriters, and apparel are likely to be high involvement products for most consumers
(Bowen & Chaffee, 1974; Fairhurst, Good, & Gentry, 1989; Laurent & Kapferer, 1985;

Stanforth & Lennon, 1997; Zaichkowsky, & Sood, 1988). Several other researchers have

noted a positive relationship between product involvement and shopping behavior {Tigert,
Ring, & King, 1976). Consumers who were highly involved with fashion and new

products were the heaviest buyers of fashionable products (Jin & Koh, 1999; Tigert, Ring,
& King 1976). They were likely to spend more money and to shop more frequently for
products interesting to them than were other consumers (Fairhurst, Good, & Gentry,

1989; Tigert, Ring, & King 1976; Shim & Kotsiopulos, 1993).

Moreover, high product-involved consumers spend more time searching for

product information and more cognitive effort considering their product choice and

store choice (Goldsmith & Emmert, 1991; Peterson & Merino, 2003).

They have a

great motivation to search available information more fully and diligently than the less
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involved consumers (Meywe-Levy & Peracchio, 1996). Because consumers with high

product involvement have better knowledge of products, product attributes and price

than the other consumers, they may have a greater ability to evaluate the quality. of
products and price of products (Richins & Bloch, 1986; Chandrashekaran & Grewal,

2003). Low involved individuals patronized a limited number of stores or spent limited

time in search of alternatives (Lockshin, Spawton, & Macintosh, 1979).

Based on the results of previous research, the following hypotheses are proposed.

H1-a: Consumers who have high product involvement have higher scores on Internet
search effort than consumers who have low product involvement.

H l -b: Consumers who have high product involvement are more likely to look for
product or service information (detailed information on features, price comparison,
location of store, availability of product/service, and other information) on the
Internet than consumers who have low product involvement.
Shopping Orientations

Shopping is a multipurpose activity that directly connects consumers with

retailers (Darden & Howell, 1987). Shopping is also a leisure and hedonic activity.

Shopping is accompanied by a basic risk of perception for consumers as to a product's

quality. Shopping is influenced by social and personal motivation. Customers make
purchases for many different reasons in addition to their need for products or services.

Hence, shopping involves many conceptions, and it is an important activity. Shopping

expresses consumers' level of knowledge or information about products when they
choose products (Tauber, 1972).

Stone (1954) first introduced the concept of shopping orientations. He indicated

that consumer shopping orientations could be divided into four categories to describe
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consumer shopping.

These categories were economic, personalizing, ethical, and

apathetic. "Economic" consumers consider the price, quality, and variety of merchandise
to be most important when they buy merchandise. "Personalizing" consumers have

friendly relationships with store personnel. Hence, they prefer to shop in local stores

(Shim & Kotsiopulos, 1993). "Ethical" consumers shop in local specialty stores instead

of large chain stores. "Apathetic" consumers choose convenient and comfortable stores

because they have little interest in shopping (Stone, 1954). Other researchers have
validated Stone's theory (Darden & Lusch, 1983; Darden & Reynolds, 1971).

The concept of shopping orientations is a major subject in consumer behavior

research because shopping orientations illustrate consumer's shopping tendencies
(Darden & Howell, 1987). Shopping orientations are influenced by interests, individuals'

attitudes and opinion statements, and they represent consumers' shopping habits or styles
(Gehrt & Carter, 1992; Hawkins, Best, & Coney, 1989).

Retailing and marketing

researchers have investigated and documented consumer shopping orientations to

understand consumers' consumption and purchasing behaviors (Darden & Lusch, 1983;

Darden & Howell, 1987; Shim & Kotsiopulos, 1992; Babin & Babin, 2001). Some

consumers purchase products because of the store layout, displays, salespeople, and the

store's name (Babin & Babin, 2001). Hence, shopping orientation is an important

concept in retail strategy. When retailers understand their target market's shopping

orientation, they can develop market strategies that greatly contribute to success (Moschis,
1976; Babin & Babin, 2001).

Shopping orientations are highly correlated with several factors, such as stage of

the family life cycle and demographic characteristics (Darden & Howell, 1987; Shim &
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Kotsiopulos, 1992). According to Darden and Howell (1987), consumers' shopping
orientations are significantly influenced by the different stages of the family life cycle.

The desires for shopping decrease in proportion to increasing age. The younger age

consumers have greater shopping desires than elderly consumers. Additionally, other

studies have demonstrated a difference in shopping orientations between elderly and

young consumers.

Elderly consumers consider the store reputation important when

shopping {Lumpkin & Greenberg, 1982). Many elderly consumers are recreational

shoppers, and they shop for social reasons rather than for making a purchase (Lumpkin &
Greenberg, 1982; Shim & Kotsiopulos, 1992). Younger consumers consider the brand,

color, style, and features of products when they purchase new products more so than

adults (Lumpkin & Greenberg, 1982; Akaah, Korganokar, & Lund, 1995). Moreover, the
price of the product is less likely to be a consideration for young consumers (Darian,

1998) even though younger consumers have lower incomes (Akaah, Korganokar, & Lund,
1995).

In addition, consumers have different shopping orientations depending on the

number of family members they have and the age of each family member (Shim &

Kotsiopulos, 1992). When consumers have a child or children, they are more likely to

buy products from direct markets, such as television, catalog, mail order and the Internet
because they do not have enough time to shop in stores (Lohse, Bellman, & Johnson,
2000; Shim & Drake, 1990; Shim & Mahoney, 1991; Szymanski & Hise, 2000).

Consumer shopping orientations are related to selection of shopping place. For

example, recreational and economic consumers have different demands in regard to
shopping place selection. The recreational consumers are more likely to consider the
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quality of products; hence they prefer to go to specialty stores or shopping malls that

furnish expensive varieties of products and large numbers of related services. On the
other hand, economic consumers prefer to choose shopping places, which offer lower

priced products (Darden & Howell, 1987; Shim & Kotsiopulos, 1992). The price of

products is the most important factor for economic shoppers (Lumpkin & McCokey,
1984).

Shopping orientation research has identified several subdimensions or factors,

such as fashion consciousness, brand consciousness, local or catalog shopping preference,

individually oriented, store choice behaviors, and shopping habits. Hence, shopping

orientation includes many factors that are important to consumers' perception of products
(Tauber, 1972). Consumers' preferences and needs for information vary based on their
shopping orientation (Moschis, 1976; Shim & Kotsiopulos, 1992).

Shopping orientations have been helpful in explaining consumer behavior, such as

information search and use of evaluative criteria (Lumpkin, 1981; Darden & Howell,

1987; Tauber, 1972; Shim & Drake, 1988; Shim & Kotsiopulos, 1992; Shim & Bickle,

1 994). According to research by Shim and Kotsiopulos (1 993), when consumers scored

high on apparel shopping orientation factors, such as brand conscious, fashion conscious,

shopping mall oriented, and local store oriented, they spent more time to collect or search

for apparel information from a variety of information sources than consumers who had

lower scores on apparel shopping orientation factors. The consumers who were brand

conscious, fashion conscious, shopping mall oriented, and local store oriented, frequently
and actively used mass media information such as newspaper advertisements, fashion
publication, and magazines (Shim & Kotsiopulos, 1993).
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Warrington and Shim (2000) studied shopping orientations and product

involvement to understand consumers' purchasing behaviors.

They found that high

involvement consumers were highly concerned with shopping orientations, such as price
orientation, brand consciousness, and fashion consciousness when they were purchasing

blue jeans. Compared to high involvement consumers, low involvement consumers were
less concerned with shopping orientation (Warrington & Shim, 2000).

In addition,

consumers who were highly involved with apparel had higher mean scores on shopping

orientation factors, such as fashion conscious and brand conscious, than apathetic apparel
consumers (Shim & Kotsiopulos, 1993).
H2:
H3:

Based on previous research, the following hypotheses are proposed:

Consumers who have high product involvement will have higher mean shopping
orientation scores than consumers who have low product involvement.

Consumers' shopping orientation scores will have a positive correlation with
scores on Internet information search effort.
Information Sources

Consumers search for current and up-dated product information before they make

a purchasing decision. Product information greatly affects consumers' purchasing

decisions. Consumers buying highly involved durable products, such as cars and VCRs

are more likely to search, compare, and analyze information about new products than low
involved consumers because the life expectation of durable products is longer than non

durable product sources (Bei & Widdows, 1999; Darian, 1998; Traylor, 1981). Because
apparel is generally a high involvement product, consumers are more likely to search or

collect apparel information before they buy apparel (Tigert, Ring, & King, 1976). Hence,
25

consumers make careful purchasing decisions for products based on information search
(Bei & Widdows, 1999; Darian, 1998; Tigert, Ring, & King, 1976; Traylor, 1981 ).

Print-based information sources

Information sources, such as print publications (magazine/ newspaper),

commercial broadcasts (television/ radio), and store displays, are generally used to find

out information on products (Lumpkin, 1985; Shim & Kotsiopulos, 1992). In the case of
older consumers, a great number of them prefer to use newspaper advertising to obtain
information about products (Shim & Kotsiopulos, 1992). On the other hand, younger

consumers are less likely to use newspaper advertising for clothing than older consumers,

but they frequently look at fashion print publications to obtain current fashion
information for clothing (Lumpkin, 1985). Additionally, consumers who prefer to shop

at direct markets, such as catalog and mailing order, utilize fashion print information
sources (Shim & Kotsiopulos, 1992).
Personal information sources

Personal information sources are important because consumers often get product

information from co-workers, sponsors, and friends (Darian, 1998; Lumpkin, 1985).

Sometimes, personal information sources can be used during the post-purchase

experience because after consumers use the product, they can then suggest the products to

friends or co-workers. Hence, consumers can collect exact product information for their

purpose and situation. Young consumers use personal information, but they use this

information in a different way. Teenagers seek a similar look to fit in, and they want to
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belong to their subgroup (Akaah, Korganokar, & Lund, 1995; Darian, 1998). Hence,

peer groups at school and other social activities greatly influence teenagers' shopping

behavior. For example, when one young group has the same style of fashion clothing,

CD-player or a similar computer game, the other young consumers want to buy the

product; hence, they purchase similar products within their subgroup (Darian, 1998).

Older consumers predominantly acquire product information from personal

sources, such as friends, spouses, and salespersons.

Older consumers greatly use

personal information sources to obtain shopping information (Lumpkin, 1985).

Moreover, consumers who prefer to shop at department stores and shopping malls are
likely to use personal information sources (Shim & Kotsiopulos, 1992).

Broadcast information sources

Broadcast (television/ radio) advertising and the Internet are popular product

information sources. Product, fashion and industry print publications, broadcast
advertising, and personal sources are influential information sources for young

consumers (Shim & Kotsiopulos, 1992). Although young consumers usually use all of
these information sources, mass media are the dominant information sources for the

young aged group (Lumpkin, 1985; Shim & Kotsiopulos, 1992). However, broadcast
information and Internet information has not greatly influenced older consumers in

finding shopping and product information (Lumpkin, 1985; Shim & Kotsiopulos, 1992;
The Futurist, 2001).

Shim and Kotsiopulos (1992) investigated the relationship between information

sources and different types of apparel information, such as brand, fashion, and price,
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finding that shoppers who frequently read fashion publications tend to search for fashion

information and apparel quality/variety information when they purchased apparel
products (Shim & Kotsiopulos, 1992).

At the present time, the Internet is the most important source of information about

products, product promotion and services in several important categories (Lohse,

Bellman, & Johnson, 2000; Peterson & Merino, 2003). Most people use the Internet to
collect and search for information.

Moreover, the Internet provides extensive

information to consumers (Peterson & Merino, 2003). Consumers ultimately have more
information than they would have without the Internet and make better purchase

decisions (Peterson, Balasubramanian, & Bronnenberg, 1997; Peterson & Merino, 2003).

In addition, customers who are concerned with convenience shopping search for
information frequently through the Internet or other media (Lohse, Bellman, & Johnson,
2000).

Mittal's study (1989) indicated that when consumers are highly involved with a

product, they search for the product using a variety of information sources. They also

spent a long time collecting product information (Mittal, 1 989).

High product

involvement consumers used print publications and mass media information more
frequently than low product involvement consumers (Shim & Kotsiopulos, 1 993).

Additionally, Warrington and Shim (2002) confirmed that high involvement consumers
were more influenced by personal and market information sources than low involvement

consumers when purchasing a product. If consumers are shopping for a planned purchase,
they will use many different information sources to acquire product knowledge. After
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researching product information from the Internet or different information sources,
consumers evaluate the product (Peterson & Merino, 2003).
According to research, the use of the Internet as an information source greatly
affects consumer purchasing behaviors. The following hypotheses are proposed:
H4:

Consumers who have high product involvement will have higher mean
scores on information source influence than consumers who have low
product involvement.

H5:

Consumer scores on information source influence will have a positive
correlation with scores on Internet information search effort.

Situational Influences

Until around 1970, many researchers used consumers' characteristics to describe
consumer behaviors, but these characteristics were limited in helping explain variations
in consumer behavior.

Hence, researchers began to study situational influence as an

alternative explanation of consumer behavior (Belk, 1974). Belk (1974) defined the
situation as something outside the basic tendencies and characteristics of the individual.
Belk suggested five dimensions of situations: physical surroundings (noise, light,
temperature), social surroundings, task definition (reasons for shopping and the goals of
the process), temporal perspective (time of day, time pressure), and antecedent conditions
(moods). Moreover, Belk's (1974) undisputed definition of situation has remained as "all
those factors particular to a time and place of observation which have a demonstrable and
systematic effect on current behavior" (p. 160).
According to Engel, Blackwell, and Miniard (1986), situational influences are
broad because the individual's physical surroundings, circumstances, and the family units
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are totally different and can have powerful effects. Hence, many situations are beyond
the control of the marketer.

There are three types of situations that are relevant to marketing strategies: the

communication situation, the purchase situation, and the consumption situation (Lai,

1991). The importance of the communication and purchase situation are demonstrated in
many previous studies (Belk, 1974; Lai, 1991; Park, Iyer, & Smith, 1989; Ryans, 1977;

Quester & Smart, 1998). Furthermore, a number of studies have found that different

situations affect consumer decision making, the depth of search, the type of information

sought, the price limit, and the source of information sought {Lai, 1991; Park, Iyer, &
Smith, 1989; Quester & Smart, 1998).

The consumption situation refers to the anticipated usage situation for a product

(Lai, 1991; Quester & Smart, 1998). The consumer's intention to purchase a product

depends on the degree to which consumers associate the product characteristics with their

anticipated consumption situation (Belk, 1974; Lai, 1991). For instance, a consumer may

buy a bottle of wine for a gift and as part of a dining experience. The consumption
situation greatly influences consumers' shopping behavior because products, such as soft

drinks, snack food, beer, and breath fresheners, are frequently purchased for a particular
situation (Quester, & Smart, 1998; Lai, 1991).

Moreover, the researchers found that the level of product involvement and the

consumption situation affect consumer's purchasing behavior. Highly involved
consumers were affected by product attributes, such as wine region, grape variety, or
wine style, for purchases for different consumption situations. The price, as a product

attribute, did not significantly influence highly involved consumers within a consumption
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situation; however, less involved consumers greatly consider the price m different

consumption situations. Therefore, product involvement with a bottle of wine and the

consumption situation significantly influence the relative importance of product attributes
in the purchasing of red wine (Quester & Smart, 1998).

Shim and Drake (1990) researched situational influences related to intention to

purchase apparel through mail order. They found that the situational influence, time

pressure, is the most powerful factor when planning to purchase apparel through mail

order. In order to save time, consumers who feel time pressure use the mail order service

(Lohse, Bellman, & Johnson, 2000; Shim & Drake, 1990).

Currently, most consumers are concerned with the convemence of shopping

because they have limited time for shopping. On the Internet, convenience is the most

important advantage because consumers can shop seven days and 24 hours anywhere if
the computer is connected to the Internet (Lohse, Bellman, & Johnson, 2000; Perry &

Bodkin, 2000). Hence, shopping convenience is the main reason to use the direct market
to purchase a product (Lohse, Bellman, & Johnson, 2000; Shim & Drake, 1990).

This study investigates situational influences on Internet shopping. Situation

research has not specifically analyzed the importance of the situational influences in the
Internet consumer purchasing decision. The following hypothesis is proposed:
H6:

Consumers who have high product involvement will have higher scores on
situational influence factors than consumers who have low product
involvement.

As mentioned above, many researchers conclude that consumers who are highly

involved with products have a greater intention to purchase and search for information
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about the product than consumers who have low levels of product involvement (Laurent
& Kapferer, 1985; Zaichkowsky, 1986; Warrington & Shim, 2000). At the present time,

research is needed to investigate Internet shopping behaviors of high and low product
involved consumers.

Therefore, based on the results of previous research, the following hypothesis is

proposed. The hypothesis is developed as follows:

H7-a: Consumers who have high product involvement are more willing to
purchase clothing on the Internet than consumers who have low product
involvement.

Previous researchers found that consumers who have positive previous experience

with Internet apparel shopping have greater intention to purchase apparel through the
Internet again in the future (Shim & Drake, 1990; Lohse, Bellman, & Johnson, 2000).

Hence, previous experience with Internet shopping had a direct effect on future shopping

through the Internet (Yoh, Damhorst, Sapp, & Lacznick, 2003). If consumers have had

positive experiences and are satisfied with their product purchases from online retailers,

they are going to visit the website again to buy or use the product or service (Yoh,

Damhorst, Sapp, & Lacznick, 2003; Lohse, Bellman, & Johnson, 2000). Therefore, the
following hypothesis is proposed:

H7-b: Consumers who have previous Internet purchase experience and high
product involvement will have a higher likelihood of future Internet
purchasing than consumers who have no previous Internet purchase
experience and high product involvement.
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CHAPTER III
METHODOLOGY
Conceptual Framework

A schematic of the conceptual framework is presented in Figure 3.1. This chapter

includes hypotheses, survey method and sampling, survey, pilot study, and data analysis
procedures.

Hypotheses

H1-a: Consumers who have high product involvement have higher scores on Internet
search effort than consumers who have low product involvement.

Hl-b: Consumers who have high product involvement are more likely to look for
product or service information (detailed information on features, price comparison,
location of store, availability of product/service, and other information) on the
Internet than consumers who have low product involvement.

H2:

H3:
H4:
H5:
H6:

Consumers who have high product involvement will have higher mean shopping
orientation scores than consumers who have low product involvement.

Consumers' shopping orientation scores will have a positive correlation with
scores on Internet information search effort.

Consumers who have high product involvement will have higher mean scores on
information source influence than consumers who have low product involvement.

Consumer scores on information source influence will have a positive correlation
with scores on Internet information search effort.

Consumers who have high product involvement will have higher scores on
situational influence factors than consumers who have low product involvement.

H7-a: Consumers who have high product involvement are more willing to purchase
clothing on the Internet than consumers who have low product involvement.

H7-b: Consumers who have previous Internet purchase experience and high product
involvement will have a higher likelihood of future Internet purchasing than
consumers who have no previous Internet purchase experience and high product
involvement.
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Figure 3 . 1 A Conceptual Model Of The Influence Of Product Involvement, Shopping Orientations And Information Source
Influence On Consumers' Internet Shopping Decision Process With Hypotheses

Survey Method and Sampling

Data were collected from a convenience sample of undergraduate students at the

University of Tennessee, Knoxville.

during the Spring 2004 semester.

Students in twenty-one classes were surveyed

Classes were selected from 12 colleges and two

schools, and permission to administer the survey was obtained from class instructors.
Students completed the survey during a class period.
Survey

This section includes a description of the survey. Table 3.1 includes a description

of each variable and how each variable was measured. Items on the survey measured

product involvement, Internet information search, shopping orientations, information
source influence, situational influences, Internet use and purchasing, and consumer

demographics (Appendix A).
Product Involvement

Zaichkowsky's PII (1985) was used to measure product involvement because it has been

shown to have acceptable convergent, discriminant, and external validity (Goldsmith &

Emmert, 199 1). For this study, a shortened version of Zaichkowsky's PII (1985) was
used to measure clothing involvement. The shortened version of Zaichkowsky's PII

(1985) was also used by Warrington and Shim (2000), Shim and Kotsiopulos (1991) and

Gordon, Mckeage, and Fox (1998).

College students were asked to respond to 8 items on a 7-point semantic

differential scale by indicating their opinion about apparel (e.g., "important"35

Table 3 .1 Description of Survey Items and Measurements
Construct
Product
Involvement

Description
The degree of personal
relevance, interest and/or
subjective importance of the
product category or purchase
decision (8 items)

Measurement
Respondents circled the number
that best described their opinion
about clothing or apparel using a
7-point semantic differential
scale

Internet
Information
Search

Internet Information
Search Effort: How often
and how long the consumer
searched for information,
success with information
search and time spent prior
to giving up search (4 items)

Respondents used ordinal scales
to indicate degree of information
search for each of the four items.

Types of Product or
Service Information : Types
of information sought when
selecting products or services
information (6 items)

Respondents answered yes or no
to indicate whether or not they
searched for each of six types of
information on the Internet.

Shopping
Orientation

A shopper's style that places
particular emphasis on
certain activities (24
statements)

Respondents rated 24 Likert
type statements on a 7-point
Likert-type scale (7 = "Strongly
Agree," 4 = "Neutral," and 1 =
"Strongly Disagree")

Information
Source
Influence

Information sources
influence knowledge and
belief of buyers for buying
decisions (10 items)

Respondents indicated how
much they were influenced by
each information source when
they purchased clothing on the
Internet using a 7-point Likert
type scale (7 = "Very Much," 4
= "Moderately," and 1 = "Not at
All")

Situational
Influences

Situational factors particular
to a time and place of
observation that have a
demonstrable and systematic
effect on current behavior.
(12 statements)

Respondents circled a level of
agreement with each statement
using a 7-point Likert-type scale
(7 = "Strongly Agree," 4 =
"Neutral," and 1 = "Strongly
Disagree")
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Table 3.1 Continued
Intent to Purchase

Construct

Intent to purchase
clothing on the Internet
(1 item)

Respondents indicated whether or
not they would purchase clothing
on the Internet

Description

Measurement

Likelihood of future
Internet clothing
purchase (1 item)

Respondents indicated the
likelihood of future clothing
purchase on the Internet using a 7point Likert-type scale (7 = "Very
Likely," 4 = "Neutral," and 1 =
"Very Unlikely'')
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"unimportant," "of concern" - "of no concern," "appealing"- "unappealing," etc). Items
on the scale were reverse scored. Thus, the higher the score the higher the level of
product involvement. For each respondent, a simple sum score was calculated for the 8
items. The scores could range from a low of 8 to a high of 56.

Internet Information Search

Questions measuring Internet information search effort are from the Georgia
Institute of Technology Graphics Visualization and Usability (GVU) Center's10th WWW
user survey (1998). These information search questions were valid and reliable based on
previous research by Kwon and Lee (2003). Respondents were asked to indicate how
often and how long they searched for information, success with information search and
time spent prior to giving up search (four questions). The respondents were also asked to
indicate the types of product or service information sought when searching for products/
services (six items).

Shopping Orientations

Twenty-four statements were used to measure shopping orientations. Subjects
were asked to indicate a level of agreement with each statement on a 7-point Likert-type
scale. The scale ranged from a rating of 7 meaning "Strongly Agree," 4 meaning
"Neutral," to 1 meaning "Strongly Disagree." The majority of the statements were
adopted from previous studies regarding the benefits sought from apparel products (Shim
& Bickle, 1994; Warrington & Shim, 2000), and two statements were adopted from Shim
and Kotsiopulos (1993).

The studies of Warrington and Shim (2000) and Shim and
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Bickle (1994) demonstrated high reliabilities. A few questions were taken from the

Georgia Institute of Technology Graphics Visualization and Usability (GVU) Center's

10th WWW user survey (1998). Some of them were modified to suit this study, and the

researcher developed a few statements to measure consumer attitudes about shopping on

the Internet.

Information Source Influence

Information source items were selected from previous studies by Lumpkin (1985)

and Warrington and Shim (2000). Additionally, this study included the Internet as an

information source because consumers acquire product information from the Internet.

The respondents were asked to indicate how much they were influenced by each

information source when they purchased clothing using a 7-point Likert-type scale. The

scale ranged from a rating of 1 indicating "Not At All" to 7 indicating "Very Much."

Situational Influences

There are twelve questions measuring situational influence that are from Shim

and Drake (1990) and Bruner and Hensel (2000). These questions are valid and reliable

based on research by Shim and Drake (1990) and Bruner and Hensel (2000). Each

respondent was asked to indicate on a 7-point Likert-type scale the extent to which they
agreed with each statement. A 7-point Likert-type scale ranged from a rating of 1
meaning "Strongly Disagree," 4 meaning "Neutral," to 7 meaning "Strongly Agree."
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Intent to Purchase

Two questions relating to intent to purchase clothing on the Internet were created

by the researcher.

Respondents were asked to indicate "yes" or "no" they would

purchase clothing on the Internet. The degree of likelihood of future clothing purchasing

on the Internet was assessed by asking respondents to indicate on a 7-point Likert-type

scale.

The scale ranged from a rating of 1 meaning "Very Unlikely," 4 meaning

"Neutral," to 7 = "Very Likely."

Internet Use and Purchasing

The Internet purchasing behavior section of the questionnaire contained eight

questions. The researcher asked about place of Internet access, frequency of Internet

shopping in a month, previous purchase of clothing on the Internet and specific items
purchased, reasons for past and future Internet purchasing, clothing items they plan to
purchase on the Internet, and the average amount spent for clothing on the Internet.

Demographics

The respondents were asked to answer nme demographic questions.

Demographics included gender, marital status, academic year, age, major, classification

by income, ethnicity, employment status, and hometown.

Pilot Study

The survey was pre-tested on a convenience sample of 56 students in two retailing

and consumer science classes to identify any problems with ambiguous wording and
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clarity of questions. The survey took approximately 15 to 20 minutes to complete. From

the pilot study, one question ("Will you purchase clothing on the Internet?") was added to

the survey to determine the future Intent to purchase on the Internet. No future pre-test

was conducted.

Data Analysis Procedures

Statistical analysis included frequency distributions, principal component analysis

with varimax rotation, chi-square tests of independence, multivariate analysis of variance

(MANOVA), analysis of variance (ANOVA), two-way ANOVA and correlation analysis.

Descriptive statistics and univariate proce�ures were used to describe the

characteristics of the sample. Principal component factor analysis was used as a data

reduction technique for shopping orientation, situational influence, and information

source influences. The first step in principal component analysis was to generate a

correlation matrix, and then analysis was computed to cluster variables that correlated

with each other. The objective of principal component analysis was to transform a set of

interrelated variables into a set of components which were unrelated or uncorrected

combinations of these variables. Components were extracted so that each component

accounted for a decreasing proportion of the variance in the original variables. The

results of principal component analysis included all the eigenvalues for all the variables,

and a pattern matrix for eigenvalues greater than one. Only factors with eigenvalues
greater than one were retained for further analysis (Johnson, 1998).

Varimax rotation is a method of orthogonal rotation which simplifies the factor

structure by maximizing the variance of a column of the pattern matrix (Kim & Muller,
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1978). Orthogonal rotations are based on the assumption that the components are
independent (or uncorrelated). Both principal components and varimax rotation produce

a matrix of factor loadings, which expresses the degree of association between an item

and the factor (Kerliger, 1964). Factor scores are then generated by SPSS statistical
software using the raw data and combining it with the factor loadings to compute weights

for each item in the factor, while maintaining the same correlation between the items as
the factor loadings (Johnson, 1998; Kerliger, 1964).

To determine if statistical differences existed between high and low product

involvement groups on shopping orientations, information source influence, and

situational influence, multivariate analysis of variance (MANOVA) and analysis of
variance (ANOVA) analyses were used to compare group means. When MANOVA was

significant, ANOVA was used to distinguish the individual difference.

General Linear Model (GLM) was the procedure used for this study.

significance was determined at the .05 level of probability.

The SPSS

Statistical

The relationship between type of product or service information sought on the

Internet and the level of product involvement was analyzed by chi-square analysis. Also,

chi-square analysis was used to determine the relationship between the level of product
involvement and the likelihood of purchase on the Internet. Statistical significance was
determined at the .05 level of probability.

Correlation analysis was conducted to determine the relationship between the

shopping orientation factors and Internet search effort. To find relationships between

consumers' previous Internet shopping experience and future intention to purchase on the
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Internet, two-way ANOVA was used. Statistical significance was determined at the .05
level of probability.
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CHAPTER IV
RESULTS

This chapter includes a description of the sample, factor analysis results, scale

reliability analysis and results of hypothesis testing. Data were analyzed using the SPSS
12.0 software for the PC.

Description of Respondents

Data were collected from students at the University of Tennessee at Knoxville, a

large southeastern university, during the Spring 2004 semester. Instructors in a range of

classes, representative of all colleges, were asked to allow their students to participate in

the study. Data were collected by the researcher during class sessions. Survey data were

obtained from 486 students. Thirteen surveys were not usable since the surveys were

incomplete. Thus, 473 surveys were used for data analysis. Demographic characteristics

of respondents' are shown in Table 4.1. The sample included more females (54.5%) than

males (45.5%). The majority of respondents were single (89.9%), white (85.6%), and

undergraduate students (96.6%). Around 13% of the respondents were freshmen, 14.4%

were sophomores, 35.3% were juniors, 34.0% were seniors, and 1.5% were graduate

- students. Most respondents were in the 19 through 24 age category (83 .5%, n = 409)

with the majority in the 19- 22 category (71.9%, n = 395). More than half of the

respondents (59.6%) were employed. Forty-five percent of the respondents reported their

yearly gross income as under $10,000, but about 30% (n = 141) of the respondents did

not report their yearly gross income. The respondents in this study represented a variety
of colleges. More than one-third of the respondents were from Arts and Sciences
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Table 4.1 Profile of Respondents
Respondent
Characteristics

Frequency (n)

Percent (%)

Single
Married
Divorced/ separated
Widowed

425
42
5
1

89.9 %
8.9 %
1.1 %
0.2 %

Freshmen
Sophomore
Junior
Senior
Graduate
Other

61
68
167
161
7
9

12.9 %
14.4 %
35.3 %
34.0 %
1.5 %
1.9 %

Yes
No

282
191

59.6 %
40.4 %

Under 18
19 to 20
21 to 22
23 to 24
25 to 26
Over 27

14
142
198
55
22
42

3.0 %
30.0 %
41.9 %
11.6 %
4.7 %
8.9 %

Rather not say
Under $10,000
$10,000 to $19,999
$20,000 to $29,999
$30,000 to $39,999
$40,000 to $49,999
$50,000 to $74,999
$75,000 to $99,999
Over $100,000

141
216
63
20
12
6
9
1
5

29.8 %
45.7 %
13.3 %
4.2 %
2.5 %
1.3 %
1.9 %
0.2 %
1.1 %

Male
Female

Gender

215
258

Status

Student Classification

Working

Age

Income
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45.5 %
54.5 %

Table 4.1 Continued
Respondent
Characteristics

White
African American
Asian
Hispanic
Other

Ethnicity

Frequency (n)

405
39
12
6
11

Agricultural Sciences and
Natural Resources
Allied Health
Architecture and Design
School of Art
Arts and Sciences
Business Administration
Communications and
Information
Dentistry
Education, Health and
Human Sciences
School of Music
Nursing
Pharmacy
Social Work
Veterinary Medicine
Other

Major (College)

Tennessee
Other States

3.8 %
0.8 %
0.6 %
4.4 %
35.1 %
14.8 %

64
2
17
2
6
3
1

13.5 %
0.4 %
3.6 %
0.4 %
1.3 %
0.6 %
0.2 %

359
114

75.9 %
24.1 %

473

TOTAL

46

85.6 %
8.2 %
2.5 %
1.3 %
2.3 %

18
4
3
21
166
70
21
1

Home State

Percent (%)

4.4 %
0.2 %

100.0%

(35.1%), 14.8% were from Business Administration and 13.5% were from Education,
Health and Human Sciences.

Overall, more than three-quarters of the respondents

(75.9%) were from Tennessee.

Comparison of Sample to UT Student Population Characteristics
In order to determine the similarity of the sample to the UT student population,
the profile of respondents was compared to the profile of students enrolled at the
University of Tennessee using data from the UT Fact Book 2003-2004. A comparison of
the sample to the UT student population characteristics is presented in Table 4.2
Study respondents were similar to the student population of the University of
Tennessee. The percentage of male (45.5%) and female (54.5%) students and ethnic
group representation is similar to the University of Tennessee student population which
was male (48.9%) and female (51.1%) and ethnic group (white (86.5%) and non-white
(13.5%)). The distributions for gender and ethnicity were similar to the UT population.
Also, the age distribution was similar for students in the 19-24 age categories. The UT
population includes a larger proportion of students under age 18 than was found in this
study. Additionally, distributions of student classifications are somewhat different from
the UT population. This study includes more junior and senior students (69.3%) and
fewer freshmen and sophomore students (28.3%) than the UT population (51.1% for
junior and seniors: 47.3% for freshmen and sophomore).
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Table 4.2 Comparison of Sample with UT Population Characteristics
Percentage

Characteristic

Study Sample
Percent (%)

The University of
Tennessee at Knoxville
Percent (%)
48.9%
51.1%

Male
Female

45.5%
54.5%

White
Non-White

85.6%
14.4%

86.5%
13.5%

Freshmen
Sophomore
Junior
Senior
Other

12.9%
14.4%
35.3%
34.0%
1.9%

27.0%
20.3%
20.8%
30.2%
1.7%

Under 18
19 to 20
21 to 22
23 to 24
25 to 26
Over 27

3.0 %
30.0 %
41.9 %
11.6 %
4.7 %
8.9 %

12.1%
34.3%
31.4%
10.1%
3.6%
8.5%

Gender

Ethnicity

Student Classification

Age

Note. Percentage may not add up 100 due to rounding.
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Internet Use and Shopping Characteristics

A summary of the Internet access locations used by the respondents' is shown in

Table 4.3. More than 90% of the students accessed the Internet at home (91.8%) and

school (90.3%), while only 3 respondents (0.6%, n = 3) did not access the Internet. Many
students access the Internet from work (31.1%) and other places (26.0%), such as an
Internet cafe and a public library. Overall, approximately 95% of the respondents had

used the Internet for more than four years. Only 20 (4.8%) respondents used the Internet
less than three years. Table 4.4 shows the summary of time length of Internet use.

A summary of the Internet shopping characteristics is presented in Table 4.5.

More than 80% of the respondents had shopped on the Internet at least once. Only 19%

of respondents (n = 90) had never purchased on the Internet. More than half (52.4%) of
the respondents had apparel purchase experience on the Internet. The spending per item

of clothing on the Internet ranged from $20 to $59. Respondents in this study purchased
a variety of clothing on the Internet. Shirts (n = 134) were mentioned most frequently as

an item of apparel purchased on the Internet. Other items mentioned frequently were
pants (n = 49), jeans (n = 28), bathing suits or swimsuits (n = 28), and jackets (n = 26).

Fewer respondents mentioned purchasing coats, raincoats, bras, children's clothing,
lingerie, pajamas, and dresses.

Participants were asked to identify reasons for previous Internet apparel purchases

and to identify reasons that might influence their future Internet purchase plans (See

Table 4.6). The main reasons for past Internet shopping were convenience (36.6%) and

saving time (30.0%). The reasons cited for future Internet shopping plans were also
convenience (70.6%) and saving time (61.7%). Some college students shop on the
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Table 4.3 Frequency and Percent of Internet Access Location of College Students
Yes

Internet Access Location
Where
Home
School
Work
Other
Do not use the Internet

No

Frequency
(n)

Percent
(%)

Frequency
(n)

434
427
147
123
3

91.8 %
91.3 %
31.1 %
26.0 %
0.6 %

39
46
326
350
470

Percent
(%)

8.2%
9.7%
68.9%
74.0%
99.4%

Table 4.4 Frequency and Percent of Length of Internet Use

Length of Internet Use

Frequency (n)

Percent (%)

How long
Less than 6 months
7 to 12 months
13 months to 3 years
4 to 6 years
7 years or more

3
1
19
200
250

0.6%
0.2%
4.0%
42.3%
52.9%

Total

473

100.0%
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Table 4.5 Internet Shopping Characteristics of College Students
Internet Shopping
Characteristics

Frequency (n)

Percent (%)

Never

3-5 times/month
6-9 times/month
10 or more times/month

90
282
78
8
15

19.0 %
59.6 %
16.5 %
1.7 %
3.2 %

Purchased on the Internet

Yes
No

248
225

52.4 %
47.6 %

Less than $19
$20 to $39
$40 to $59
$60 to $79
$80 to $99
$100 to more
Total
Missing System

30
71
65
39
23
20
248
225

12.1%
28.6%
26.2%
15.7%
9.3%
8.1%
53.9%
47.6%

How Often Shopped
Less than once per month

How Much Spent

473

Total

51

100.0%

Table 4.6 Reasons for Previous Internet Clothing Purchases and Future Internet
Purchase Plans
Reasons for Internet Purchasing

Past
Percent
Frequency
(%)
(n)

56
7
5
142
173
53
5

Availability of information from vendors
Access to opinions of other customers
Reviews and recommendations from experts
Saving time
Convenience
No pressure from sales people
Personalized information
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1 1 .8%
1 .5%
1 . 1%
30.0%
36.6%
1 1 .2%
1 . 1%

Future Plans
Frequency Percent
(%)
(n)

1 16
26
37
292
334
1 30
14

24.5%
5.5%
7.8%
61 .7%
70.6%
27.5%
3 .0%

Internet because there is no pressure from sales people (27.5%) and the availability of

information from vendors (24.5%). These results are similar to the Georgia Institute of

Technology Graphics Visualization and Usability (GVU) Center's 10th WWW user
survey (1998). According to the GVU's 10th WWW User Survey (1998), the main reasons

for using the Internet are convenience (82.2%), saving time (73.8%), availability of

information from vendors (73.2%), and no pressure from sales people (62.7%).

Product Involvement

The distribution of product involvement scores is summarized in Figure 4.1.

Responses to the eight product involvement items were summed to create a product

involvement score ranging from 8 (low) to 56 (high). Subsequent estimates of reliability
(Cronbach's alpha) demonstrated that the product involvement scale was highly reliable

(.896). The mean score for product involvement was 40.41 with a standard deviation of
8.95 . The distribution of scores was strongly skewed toward medium to· high product

involvement indicating a high level of clothing product involvement among the sample.

This is consistent with previous research indicating high product involvement among

college students (Fairhurst, Good, & Gentry, 1989; Warrington & Shim, 2000) and with
other studies on product involvement (Kapferer & Laurent, 1985; Zaichkowsky, 1985).

The respondents' summed scores of product involvement were recorded, the next

step was to verify two distinctive groups. High and low involvement groups were created

by sorting respondents into one of two groups. The mean score plus or minus the
standard deviation (M ± SD: M = 40.41, SD = 8.95) was used to create the groupings.
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Figure 4. 1 Distribution of Product Involvement Scores
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High Involvement
(n=76, 16. 1 %)

This process of creating "high and low" involvement groups is similar to Warrington and
Shim's research (2000). Warrington and Shim (2000) classified respondents into four
groups with the use of mean scores and a standard deviation (M ± ½SD).
The clothing involvement distribution was segmented into "low and high" product
involvement groups. The classification results are as follows: the range of summed
scores of low involvement (n=76, 16. 1%) was from 8 to 3 1, and the range of summed
scores of high involvement (n=76, 16.1%) was from 50 to 56. Respondents whose mean
scores clustered around the means (between 32 and 49) were not classified into the
groups and were eliminated from further analysis (n=321, 67.9%).

Shopping Orientations
A principal component factor analysis with varimax rotation was conducted on
the 23 shopping orientation items to identify a smaller set of shopping orientation factors.
A minimum eigenvalue of one was the criterion set to control the number of
factors extracted.

The factor loadings aided in the interpretation of the shopping

orientation dimensions. Items with factor loadings greater than .49 were retained on a
factor. When the factor analysis was completed, one statement "when I shop for clothing,
I choose the store first and then decide on the brand to buy" was eliminated because the
factor loading was less than .49, and the statement was not conceptually linked to the
factor.
Five shopping orientation factors were identified with two or more shopping
orientation items loading at .49 or higher. These five factors explained 57.39 % of the
vanance. Descriptions of the five shopping orientation factors are presented in Table 4. 7.
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Table 4.7 Principal Component Analysis of Shopping Orientations Scale
Factor
Name

Factor 1
Brand
Consciousness

Factor 2

Internet
Shopping
Preference

Factor 3

Individuality

Factor 4
Store Choice
Alternatives

Statements
If
it
is
possible,
I would rather
4.
buy clothing that has a well
known brand name.
2. I believe that name-brand
clothing is worth its high price.
7. It is important to buy wellknown brands of clothing on
the Internet.
1 . I bought the brand name of
clothing that I liked.
1 5 . I selected a brand name
carefully because there was less
risk.
5. I try to be alert to current
fashion.
2 1 . The Internet is the best place
to purchase clothing.
20. The Internet is the best place
to search for different kinds of
clothing.
22. The reason I like Internet
shopping is that it makes it
easy to compare prices.
12. I try to shop for clothing on
the Internet.
17. The direct market (mail order
or catalog) is a good place to
shop for clothing.
23. The reason I like Internet
shopping is that it gives
consumers'
recommendations.
1 6. I like to try new and different
places to shop.
14. I like to wear a different style
of clothing than others wear.
1 1 . I am most concerned with
clothing that has the latest
fashion.
6. I think I am a good shopper.
1 8 . Local stores are a good place
to shop for clothing.
19. Shopping malls are good
places to shop for clothing.
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Factor
Loading

EigenValues
4.526

Percent
of
variance
20.572

Cronbach's
Alpha
Coefficient
0.784

2.857

12.91 1

0.807

2.254

10.024

0.589

1 .75 1

7.875

0.635

0.814
0.729
0.676
0.603
0.571
0.555
0.84 1
0.805
0.758
0.630
0.589
0.576

0.74 1
0.597
0.584
0.548
0.778
0.757

Table 4.7 Continued
Factor
Name

Factor 5
Comparison
Shopping
Behaviors

9.

10.

13.
8.

Cumulative
percentage

Statements
I would not buy clothing unless
it is on sale.
I make it a rule to shop at a
number of stores before I buy.
I do not hesitate to buy
expensive clothing if I really
like it.
When I purchased clothing,
price was the most important
factor.

Factor
Loading
0.734

EigenValues
1 .325

Percent
of
variance
6.0 1 1

Cronbach's
Alpha
Coefficient
0.577

0.662

-0.522
0.498
57.39%

Note.
Factor Analysis Method: Principal Component Analysis with Varimax Rotation

Factor Loadings:
Eigenvalue:

Over .49

Over 1.0
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Factor 1 was labeled Brand Consciousness with factor loadings between 0.814

and 0.555. The reliability of the brand consciousness factor was 0.784. The brand

consciousness statements in factor 1 are similar to those found by Warrington and Shim
(2000), Shim and Kotsiopulos (1992) and Shim and Kotsiopulos (1993). Factor 2 was

labeled Internet Shopping Preference. Factor loadings on items ranged from 0.841 to

0.576. Cronbach's alpha coefficient for this factor, Internet Shopping Preference, was
0.807. Previous research has identified factors related to shopping format preference.

For example, Shim and Kotsiopulos (1992) and Shim and Kotsiopulos (1993) identified a

mall shopper and a catalog shopper factor in their consumer studies. The Internet

shopping preference factor in this study is similar to the shopping format preference
factors found in previous research (i.e. best place to purchase, best place to search, etc.).

Factor 3, labeled Individuality, had factor loadings between 0.741 and 0.548. Cronbach's

alpha coefficient of Individuality was 0.589. This factor was similar to the individuality
factor found by Warrington and Shim (2000) and Shim and Bickle (1994). Factor 4 was

labeled Store Choice Alternatives and had factor loadings from 0.778 to 0.757. The

reliability of Store Choice Alternatives was 0.634. This factor was similar to the local
store shopper factor found by Shim and Bickle (1994) and Shim and Kotsiopulos (1993).

Factor 5 was labeled Comparison Shopping Behaviors. The reliability of Comparison
Shopping Behaviors was 0.577. Factor loadings ranged from 0.734 to 0.498.

Information Source Influence

To identify the dimensions of information source influences an eigenvalue of one

and a factor loading greater than 0.5 were used to extract factors. Factor analysis
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revealed two information source influence factors; commercial information and personal

information. Factor 1, the Commercial Information factor, had items loading from 0.754

to 0.642. Items loading on this factor included information sources from print and

broadcast media. Factor 2 was labeled Personal Information. The factor loadings ranged

from 0.818 to 0.546 and contained information sources such as friends, spouse, and

family members. Cronbach's alpha coefficient was 0.830 for Factor 1 (Commercial

Information) and 0.713 for Factor 2 (Personal Information). The two factors accounted

for 56.44% of the variance. Table 4.8 shows the result of the factor analysis for

information sources.

Situational Influences

The researcher identified twelve statements representing situational influences.

The result of principal component analysis for situational influences is shown in Table
4.9. The first factor analysis identified three factors, but one factor included only one

statement "the Internet markets (stores) just do not meet shopping needs." The researcher

discarded this statement to increase the Cronbach's alpha coefficient. The second factor

analysis identified two factors, but the researcher eliminated one statement, ''when I find
what I like, I usually buy it without hesitation" because the factor loading was lower

than .5. The third factor analysis identified two factors that were labeled "enjoyment of

Internet shopping" and "convenience." The first factor (Enjoyment of Internet Shopping)

had loadings ranging from 0.857 to 0.665, and the second factor (Convenience) had

loadings from 0.850 to 0.721. The total variance accounted for by the two factors was
57.77%, and Cronbach's alpha coefficient was 0.883 and 0.720, respectively.
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Table 4.8 Principal Component Analysis for Information Source Influences
Factor
Name

Factor 1
Commercial
Information
Factor 2
Personal
Information

Cumulative
percentage

Information Sources
1 . Fashion magazines
4. Direct mail (e.g. catalog)
8. Internet (e.g. retail
website)
9. Store displays
3. TV commercials
2. Newspaper ads

Factor
Loadin�
0.754
0.737
0.729
0.7 1 7
0.7 14
0.642

6. Close family members
(e.g. parents, siblings)
5. Friends
10. Spouse or significant
other
7. Other people who wear
brand name clothing (or
apparel)

0.8 1 8
0.788

EigenValues
4.238

1 .406

42.378

Cronbach's
Alpha
Coefficient
0.830

14.060

0.7 1 3

Percent of
Variance

0.647
0.546
56.44%

Note.
Factor Analysis Method: Principal Component Analysis with Varimax Rotation
Factor Loadings:
Eigen Value:

Over .5

Over 1.0
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Table 4.9 Principal Component Analysis for Situational Influences
Factor
Name

Factor 1

Internet
Shopping
Advantages

Factor 2

Convenience
Cumulative
percentage

Statements
10. I like to shop at home through
the Internet.
4. The Internet is an attractive
place to shop.
7. I enjoy shopping and browsing
through the Internet.
1 1 . Internet ordering of clothing at
home is more convenient than
going to the store.
5 . The Internet stores offer me
good quality for the price.
12. I am ordering more things
from my home via the Internet
in order to save a lot of time.
8. I love to browse through the
Internet.
2. I usually buy at the most
convenient markets.
1 . I shop where it saves me time.
3. I do not like to spend too much
time planning my clothing
shopping.

Factor
Loading
0.857

EigenValues
4.269

Percent
of
variance
4 1 .464

Cronbach's
Alpha
Coefficient
0.883

1 .938

20.563

0.720

0. 829

0.820
0.744
0.737
0.703

0.665

0.859
0.829
0.714

61 .94%

Note.
Factor Analysis Method: Principal Component Analysis with Varimax Rotation
Factor Loadings:

Eigen Value:

Over .5

Over 1.0
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Hypothesis Testing
Hypotheses were tested for the purpose of the study. Multivariate analysis of
variance (MANOV A), one-way analysis of variance (ANOV A), chi-square tests,
correlation, and two-way ANOVA were used for hypothesis testing.
Hl-a: Consumers who have high product involvement have higher scores on
Internet search effort than consumers who have low product involvement.
Results related to Hypothesis 1-a are summarized in Table 4.10. Multivariate
analysis of variance (MANOVA) was used to test Hypothesis 1.

Results of the

MANOVA do not support differences in Internet search effort (F (4, 105) = 0.873, P
= .483). Hence, the level of product involvement did not influence consumer Internet
search effort. Based on the result of MANOVA, Hypothesis 1-a was not supported.
Hl-b: Consumers who have high product involvement are more likely to look for
product or service information (detailed information on features, price comparison,
location of store, availability of product/service, and other information) on the Internet
than consumers who have low product involvement.

Table 4.10 Multivariate Analysis of Variance (MANOVA) for Internet Information
Search Effort Between High and Low Product Involvement Groups
Variable

df

Error df

F

p

Internet Information Search Effort

4

105

.873

.483

Note: F ratios are Wilks' Lambda approximation of Fs.
*a = .05
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Table 4.11 presents the statistical results of Hypothesis 1-b. Significant

differences were found for the information types, "location of store" (i = .239, p = .036)

and "availability of product/ service" (i= 9.541, p= .002). High involvement consumers
were more likely to search the Internet for information about the "location of store" and

"availability of products/ services" than were low involvement consumers. Based on the

results of the chi-square tests, Hypothesis 1 -b was supported.

H2: Consumers who have high product involvement will have higher mean

shopping orientation scores than consumers who have low product involvement.

To test this hypothesis, multivariate analysis of variance (MANOVA) was

performed. In order to determine significant individual differences between the two

groups, analysis of variance (ANOVA) was employed when MANOVA was significant.

The five shopping orientation factors developed using factor analysis were used as the

dependent variables. The level of involvement was used as the independent variable.
The results of hypothesis 2 are shown in Table 4.12 and Table 4.13.

MANOVA results indicate that the shopping orientation factors significantly

differ by the level of product involvement (F (5, 146) = 20.753, p < .001). ANOVA

showed that the low and high involvement groups were significantly different on Brand
Consciousness (F (1, 150) = 69.921, p <. 001), Individuality (F (1, 150) = 56.925, p

<.001), and Store Choice Alternatives (F (1, 150) = 18.831, p<. 001), but not on

Comparison Shopping Behaviors (F(l , 150) = .152, p = .697). Those in the high

involvement group had a higher mean score on Brand Consciousness (M = 5.02),

Individuality (M = 5.19), and Store Choice Alternative (M = 5.20) than did the low

involvement group.
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Table 4.11

Chi-square analysis (x2) for the Types of Product or Service Information
on the Internet between High and Low Product Involvement Groups

Involvement Group
Types of Product or Service
High
Low
Involvement Involvement
Information
Yes
Count
40
43
Detailed
Percent (%)
52.6%
56.6%
Information
No Count
(Feature)
33
36
Percent (%)
47.4%
43.4%
Yes Count
53
Price
57
Percent
(%)
69.7%
75.0%
Comparison
No Count
23
19
Percent (%)
30.3%
25%
b
Yes
Count
18
Location of
30a
Percent (%)
Store
37.5%
62.5%
a
No Count
58
46b
Percent (%)
55.8%
44.2%
Availability Yes Count
31b
50a
Percent (%)
of Product/
40.8%
65.8%
a
No Count
Service
45
26b
Percent (%)
59.2%
34.2%
Yes Count
Other
8
10
Percent
(%)
Information
10.5%
13.2%
No Count
68
66
Percent (%)
89.5%
86.8%
Total
76
76
Count
100%
100%
Percent (%)
Note: Differences were significant at an alpha level < .05
a = Observed > Expected
b = Observed < Expected
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Total

x2

p

83
.239 .625
54.6%
69
45.4%
110
.526 .468
72.4%
42
27.6%
48
4.385 .036*
31.6%
104
68.5%
81
9.541 .002*
53.3%
71
46.7%
18
.252
.616
11.8%
134
88.2%
152
100%

Table 4.12 MANOVA for Shopping Orientation Factors of High and Low Product
Involvement Groups
df

Variable

5

Shopping Orientations

Error df
146

F

p

20.753 < .001**

Note: F ratios are Wilks' Lambda approximation of Fs.

** a = .001

Table 4.13 ANOVA for Shopping Orientation Factors Between High and Low Product
Involvement Groups
Shopping Orientation
Factors
Brand
Consciousness

Internet Shopping
Preference

Mean Scores of
Involvement Group
Low
High
Involvement Involvement
3.537

5.015

3.338

3.708

Individuality

4.000

5.191

Store Choice
Alternatives

4.496

5.200

Comparison
Shopping Behaviors

4.191

4.247

df

F

p

1

69.921

< .001**

1

3.509

.063***

1

56.883

< .001**

1

.152

.697

1

18.831

< .001**

Note: Means with the superscript indicate significant differences between the groups.

Scores ranged from 1 (Strongly Disagree) to 7 (Strongly Agree).
** a = .001
*** a = .1
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While not significant at the p< .05 level, ANOVA revealed that the involvement

groups were different on Internet Shopping Preference (F (1, 150)

=

3.509, p = .063) at

the alpha level of p< .1. The high involvement respondents had a higher mean score (M

=

3.708) than the low involvement respondents (M = 3.338) for the Internet Shopping

Preference factor.

Based on these findings, Hypothesis 2 was supported. Respondents with a high

level of product involvement have higher scores on shopping orientation factors: brand
consciousness, individuality, store choice alternative and Internet shopping preference
than those in the low product involvement group.
H3:

Consumers' shopping orientation scores will have a positive correlation

with scores on Internet information search effort.

To determine if a relationship existed between shopping orientations and Internet

search effort, correlation was conducted. This was done since Internet information search

effort was measured on an ordinal scale and shopping orientation factors are continuous.

Table 4.14 summarizes the results of correlations between the shopping orientation

factors and Internet information search effort. The correlation analysis reveals that there

are high positive correlations between Internet information search effort and shopping
orientations for four of the five shopping orientation factors; brand consciousness,
Internet shopping preference, individuality, and comparison shopping behaviors.

Spearman's correlation analysis reveals that the factors Brand Consciousness and Internet
Shopping Preference are positively correlated with two aspects of Internet information

search effort, "how often consumers search for information" (rho

=

.142, p

=

.002 for

Brand Consciousness; rho = .261, p< .00 1 for Internet Shopping Preference) and "success
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Table 4. 14 Correlations Between Shopping Orientation Factors and Internet Information
Search Effort on the Internet

Shopping Orientation Factors

Internet Information Search Effort
How often
Success with
How many
search for
information
minutes-spent
Information
for search
search

Brand Consciousness

. 142**

-.0 13

. 137* *

Internet Shopping Preference

.261 **

.018

.209**

Individuality

.049

. 100*

.085

Store Choice Alternatives

-.029

-.0 17

.045

Comparison Shopping Behaviors

.090

. 108*

-.054

Note:

* a = .05 (2-tailed)
** a = .001(2-tailed)
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with information search about clothing" (rho = .137, p = .008 for Brand Consciousness;

rho = .209, p< .001 for Internet Shopping Preference). The shopping orientation factors
of Individuality (rho = .100, p = .038) and Comparison Shopping Behaviors (rho = .108,

p = .024) were positively correlated with "how many minutes were spent for searching."

However, the factor Store Choice Alternatives was not correlated with any of the Internet
information search effort items. A majority of the shopping orientation factors were
positively correlated with consumers' Internet information search effort. Therefore,

Hypothesis 3 was supported.

H4: Consumers who have high product involvement will have higher mean scores

on information source influence than consumers who have low product involvement.

A summary of the results related to information source influence is shown in

Table 4.15 and Table 4.16. An overall difference existed at the multivariate level
between the two groups (F (2, 149) = 50.711, p < .001) in terms of information source

influence. Consistent with the MANOVA, ANOVA indicated that the two involvement
groups were significantly different for Commercial Information source influence (F (1,
1 50) = 1 00.540, p < .00 1 ) and Personal Information source influence (F (1, 1 50)

=

29.678,

p < .001). Comparing the two groups, high involvement respondents had significantly

higher mean scores on both Commercial Information source influence (M = 4.221) and

Personal Information source influence (M = 4.671) than low involvement respondents.

MANOVA indicated that information source influence differed by level of

product involvement. The high product involvement consumers had higher mean scores

on information source influence than the low product involvement consumers. Therefore,
Hypothesis 4 was supported.
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Table 4.15 MANOVA for Information Source Influences Between High and Low
Product Involvement Groups
df

Variable

2

Information Sources

Error df
149

Note: F ratios are Wilks' Lambda approximation of Fs.

** a =

F

50.711

p

<.001 *

.001

Table 4.16 ANOVA Factors of Information Source Influence Between High and Low
Product Involvement Groups
Information Source
Influence Factors
Commercial
Information
Personal Information

Mean Scores of
Involvement Group
High
Low
Involvement Involvement
2.515

4.221

3.628

4.671

1

F

p

100.540 <.001 **

1

29.678

<.001**

df

Note: Means with the superscript indicate significant different between the groups.

Scores ranged from 1 (Strongly Disagree) to 7 (Strongly Agree).

** a =

.001
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HS: Consumer scores on information source influence will have a positive

correlation with scores on Internet information search effort.

Correlation analysis was conducted to determine if a significant relationship

existed between information source influence and Internet search effort. Table 4.17

displays the results of correlations between information source influence and Internet

information search effort. According to the results of Spearman's rho, there is a positive
correlation between commercial information source influence and the Internet search
effort items; "how often consumers search for information" (rho

"how many minutes are spent searching" (rho

=

.112, p

=

=

.129, p

=

.005) and

.019). Consumers who have

higher scores on Commercial Information source influence spend more time and search

more often for product /service information on the Internet. Based on the statistical

results, Hypothesis 5 was supported.

H6: Consumers who have high product involvement will have higher scores on

situational influence factors than consumers who have low product involvement.

MANOVA and ANOVA were performed to identify differences between the high and
low product involvement groups based on situational influence scores.

When the

MANOVA was significant, ANOVA was used to determine the source of the differences.

The results for Hypothesis 6 are presented in Table 4.18 and Table 4.19. The MANOVA

results indicated a significant difference between situational influence factors and level of

product involvement (F (2, 149) = 10.942, p < .001).

The ANOVA revealed that the two product involvement groups were si gnificantly

different on Convenience (F (1, 1 50)

=

16.466, p < .001). The high involvement group

had significantly lower mean scores for the factor of Convenience (M = 4.079) than the
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Table 4.17 Correlations Between the Information Source Influence Factors and Internet
Information Search Efforts
Information Source Influence
Factors

Commercial Information

Internet Information Search Efforts
How many
How often search minutes-spent for
Information
search
.112*
.129**
.020

Personal Information
Note:

* a = .05 (2-tailed)
** a = .001 (2-tailed)
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.020

Table 4.18 MANOVA Between Situational Influence Factors and Product Involvement
df

Variable
Situational Influence

2

Error df

Note: F ratios are Wilks' Lambda approximation of Fs.

** a =

F

p

12.234 < .001**

149

.001

Table 4.19 Mean Scores of ANOVA Between Situational Influence Factors and the
Product Involvement
Situational Influence
Factors
Internet Shopping
Advantages
Convenience

Mean
Involvement Group
Low
High
Involvement
Involvement
3.823

4.201

4.899

4.079

df

1

F

3.279

Scores ranged from 1 (Strongly Disagree) to 7 (Strongly Agree).
.001
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.072

1 16.466 < .001**

Note: Means with the superscript indicate significant different between the groups.

** a =

p

low involvement group (M = 4.899). Therefore, the low product involvement consumers

are more likely to shop on the Internet for Convenience than the high involvement
consumer. Therefore, Hypothesis 6 was not supported.

H7-a: Consumers with high product involvement are more willing to purchase

clothing on the Internet than consumers who have low product involvement.

In order to test hypothesis 7, chi-square analysis was conducted. The results of

the chi-square analysis are presented in Table 4.20. The chi-square analysis revealed that

clothing purchase on the Internet was dependent on the level of product involvement (x2
=

1 3.494, p < .001). More than half of the respondents (61 .8%; n=94) indicated they

would purchase clothing on the Internet. In addition, more high involvement respondents

(61 .7%; n=58) indicated they would purchase clothing on the Internet than low

involvement respondents (38%; n=36).

Based on the statistical results, Hypothesis 7-a can be supported. Consumers with

high levels of product involvement indicated they would purchase clothing on the

Internet more so than low product involvement consumers.

H7-b: Consumers who have previous Internet purchase experience and high

product involvement will have a higher likelihood of future Internet purchasing than

consumers who have no previous Internet purchase experience and high product

involvement.

To test this Hypothesis, 2-way ANOVA was conducted.

Intent to purchase

clothing on the Internet was used as the dependent variable (7-point Likert-type scale,
See Table 3. 1 ).

Level of product involvement and previous experience of Internet

clothing purchase were used as independent variables. Table 4.2 1 presents the cross
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Table 4.20 Chi-square analysis (:f) for Intent to Purchase Clothing on The Internet and
Product Involvement
Will you Purchase Clothing
on the Internet?

Yes

Count
Percent (%)

No

Count
Percent (%)

Total

Count
Percent (%)

Involvement Group

High
Involvement
5ga

Low
Involvement
36b
47.4%
76
100.0%

76.3%

94
61.8%

76
100.0%

152
100.0%

18b
23.7%

40a
52.6%

Note: Differences were significant at an alpha level < .05

Total

58
38.2%

a = Observed > Expected
b = Observed < Expected

Table 4.21Crosstabulation Between Previous Internet Purchasing Experience and High
and Low Product Involvement
Previous Internet Purchase
Experience for Clothing
Yes

Count
Percent (%)

No

Count
Percent (%)

Total

Count
Percent (%)

Involvement Group

Total

Low
Involvement
34
22.4%

High
Involvement
45
29.6%

79
52.0%

76
50.0%

76
50.0%

152
100.0%

42
27.6%
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31
20.4%

73
48.0%

tabulation between previous Internet shopping expenence and the two levels of
involvement. Approximately half of the respondents (52%; n=79) had previous Internet
clothing purchasing experience. High involvement respondents (57%; n=45) were more
likely to purchase clothing on the Internet than the low involvement respondents (43%;
n=34).

Previous purchasing experience greatly affected future purchase intention

regardless of the level of product involvement.
The results of the 2-way ANOVA are presented in Table 4.22.
ANOVA showed a significant effect (F (1, 74)
shopping experience and high involvement.

=

Two-way

15.739, p < .001) for previous Internet
This means that high involvement

consumers with previous Internet shopping experience were more likely to indicate a
future intention to purchase clothing on the Internet than high involvement consumers
who did not have previous Internet purchasing experience. Hence, previous purchasing
experience has greatly affected future Internet purchase intention.
Additionally, consumers who have high product involvement and previous
purchase experience on the Internet have a higher mean score on likelihood of Internet
purchasing (M

=

5.422) than consumers who have high product involvement and no

previous experience (M = 3.774). The mean scores are shown in Table 4.23.
The results of the two-way ANOVA testify that consumers' previous Internet
shopping experience increases the likelihood of future intent to purchase. The high
product involvement consumers with previous experience are more likely to purchase
clothing on the Internet than consumers who have no previous experience and high
product involvement. Based on these findings, Hypothesis 7-b can be supported.
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Table 4.22 The Results of Two-Way ANOVA for Future Intent to Purchase Clothing
Between Previous Internet Purchasing Experience and High Involvement
Dependent Variable: Future Intent Purchase Clothing on the Internet
df

F

p

1 15.739
1 490.092
1 15.739

Corrected Model
High Involvement
Previous Internet Shopping Experience

< .001
< .001
< .001

Table 4.23 Means from Two-way ANOVA Between The Future Intent to Purchase
Clothing and High Product Involvement
Previous Internet
Purchase Experience

High Involvement

Mean Scores of Future
Intent to Purchase Clothing
on the Internet

Yes

Involvement

5.422

No

Involvement

3.774

Note: Scores ranged from 1 (Very Unlikely) to 7 (Very Likely).

76

CHAPTER V
DISCUSSION AND IMPLICATIONS
Summary of the Results

Internet sales are increasing, and college students purchasing of products and

services on the Internet is increasing as well (National Retail Federation, 1999). Thus,

the college market is a lucrative e-market for the present and future. There is a lack of
research about college consumers' Internet shopping behaviors. Hence, this study was

designed to investigate college students' Internet shopping behaviors and product

involvement using the Engel, Blackwell, and Miniard (EBM) purchasing decision process

model (1986). This study also examined high and low product involvement consumers
and their shopping orientations, information source influences, Internet search effort,

types of product or service information sought, and situational influences. The following

is a summary of results on Internet shopping, product involvement, high and low

involvement, and shopping orientations and information sources.

Internet Shopping

Almost all college students were using the Internet as a communication or

entertainment tool at school, home, work, and other places such as, public libraries and

Internet cafes. Most students (99%) had used the Internet for more than one year. Fifty
two percent of the respondents had purchased clothing on the Internet, and the average
price range spent for clothing was from $20 to $5 9.

It was not surprising to find that the primary shopping motivations of those who

purchased clothing on the Internet were convenience and saving time. These reasons for
77

using the Internet are similar to the findings of previous research ("GVU' s 10th WWW
user survey," 1998). Other reasons for shopping on the Internet were that more sizes and
a variety of products were available on the Internet.

In addition, the primary reasons for future intent to shop on the Internet were

convenience (70.6%) and saving time (61.7%). The secondary reasons for intention to

shop on the Internet were no pressure from sales people (27.5%) and availability of

information from vendors (24.5%).

Comparing prices of products or services was

another reason for future intent to shop on the Internet.
Product Involvement

This study used Zaichkowsky's (1985) Personal Involvement Inventory (PII) to

measure the product involvement of college students. The average product involvement
score was 40.41 with a range from 8 to 56. The distribution of product involvement

scores indicated that college students scored on the medium to high end of the clothing

involvement scales.

High and Low Product Involvement

Each high and low involvement group was composed of 76 subjects (16.1% of the

total sample). The range of scores within the high product involvement group was 50 to
56, and the range of scores for the low involvement group was 8 to 31. According to the
results, the high product involvement group was statistically different from the low

involvement group. High involvement consumers were more likely to seek information
on the "location of stores" and "availability of product or service information" than the
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low involvement group.

This result supported previous research that high product

involvement consumers were more likely to search and collect product information than
low involvement consumers (Bloch, Sherrell, & Ridgway, 1986; Beatty & Kahle, 1988;
Goldsmith & Emmert, 1991; Shim & Kotsiopulos, 1993; Peterson & Merino, 2003
Richins & Bloch, 1986; Chandrashekaran & Grewal, 2003).
Even though this study only focused on Internet shopping by college students, the
results are similar to previous studies of traditional shopping behaviors. This study found
that high product involvement consumers were more affected by four shopping
orientation factors; Brand Consciousness, Individuality, Internet Shopping Preference,
and Store Choice Alternatives, than low product involvement consumers. The high
involvement consumers were more willing to purchase clothing on the Internet than low
involvement consumers because of their high degree of interest in and enthusiasm for
clothing.

High product involvement consumers were more influenced by both

commercial and personal information sources than the low product involvement
consumers.
Situational influences, such as time pressure and convenience, influenced reasons
for shopping in direct markets (Belk, 1974; Shim & Kotsiopulos, 1993). Low product
involvement consumers were more likely to shop on the Internet for "Convenience" than
high involvement consumers.
Overall, high and low involvement consumers were willing to purchase clothing
on the Internet in the future. However, high involvement consumers indicated that they
were more willing to purchase clothing on the Internet than low involvement consumers.
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Moreover, this study combined product involvement and previous Internet

shopping experience to study the future intention to shop on the Internet. Consumers
who have previous Internet shopping experience and high involvement had a higher

intention to shop on the Internet than consumers who did not have previous Internet
shopping experience.

This finding supported past research that previous Internet

shopping experience had direct effects on the future intention to shop through the Internet

(Shim & Drake, 1990; Lohse, Bellman, & Johnson, 2000; Yoh, Damhorst, Sapp, &

Lacznick, 2003).

Shopping Orientation and Information Sources Influence

Shopping orientation and information source influence factors significantly

affected consumers' Internet information search effort. Consumers who had high scores

on the shopping orientation factors Brand Consciousness and Internet Shopping
Preference frequently search for information about clothing on the Internet. Consumers

who had high scores on Individuality and Comparison Shopping Behaviors spent a longer
time searching for information than others. These results supported that shopping

orientations were related to information search (Darden & Howell, 1987; Shim &

Kotsiopulos, 1992).

Moreover, consumers who were influenced by Commercial Information searched

for clothing information more frequently and longer on the Internet than consumers who

were influenced by Personal Information. These findings confirmed previous research

(Mittal, 1 989; Peterson & Merino, 2003; Shim & Kotsiopulos, 1992).

It was not

surprising that consumers who were influenced by Commercial Information acquired
80

product information from TV commercials, newspapers ads and the Internet, and that

they searched more often and spent more time searching for information on the Internet.

Hence, this study found that consumers with different shopping orientations and

different information source influences appeared to have different levels of Internet
information search effort (Moschis, 1976: Shim & Kotsiopulos, 1992).

Discussion

This study found that product involvement significantly influenced shopping

orientations, information source influence, and situational influences related to Internet

shopping. There were unique shopping behaviors by level of product involvement for

college students in relation to purchasing clothing on the Internet. For example, at the

information search process stage (the second stage) in the Engel, Blackwell, and Miniard

(EBM) consumer decision process model, the high involvement consumers search for

different information on products or services than the low involvement consumers. High

involvement consumers were more likely to look for "location of store' and "availability
of product/service" information on the Internet than low involvement consumers.

However, high and low involvement consumers did not differ in terms of how often and

how long they searched for information, their success with information search or the time
spent prior to giving up an Internet search. This finding was not as hypothesized. The

majority of the college students had used the Internet for more than one year with over

half reporting Internet use for seven years or more. Also, the college students use the

Internet frequently as a tool for school, work and socializing. Thus, involvement was not
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a variable that differentiated this sample of college students on Internet information
search effort.

High involvement consumers scored higher on shopping orientation than the low

involvement consumers.

This is similar to research that found high involvement

consumers were more concerned with shopping orientation than consumers who had low
product involvement when shopping in traditional stores (Shim & Warrington, 2000).

College students' high degree of product involvement and strong emotional attachments

to products influenced their purchase behavior. Additionally, high product involvement

consumers are more influenced by commercial and personal information source
influences than low product involvement consumers.

High product involvement

consumers had higher mean scores on information source influence than low product
involvement consumers. This was consistent with the findings of previous research that

high involvement consumers are more likely to use both market and personal sources of

information (Darden & Howell, 1987; Lumpkin & Greenberg, 1982; Shim & Kotsiopulos,
1992; Shim & Warrington, 2000).

At the third stage, evaluation process, in the EBM consumer decision process

model, consumer involvement was affected by situational influences. However, the

results were not as hypothesized. Low product involvement consumers were more likely
to shop on the Internet for convenience than high involvement consumers and had a

higher mean score on "Convenience" than high involvement consumers. The unexpected

result related to the situational influence, "Convenience" underscores the value low

involvement consumers place on saving time and buying at convenient markets.
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At the last stage of the purchase decision process, both high and low product
involvement consumers were willing to purchase clothing on the Internet in the near
future. In addition, previous Internet shopping experience significantly affected future
intent to purchase clothing on the Internet. High product involvement consumers with
previous Internet shopping experience had a greater intention of purchasing clothing on
the Internet in the future than high product involvement consumers with no previous
experience.

Implications of the Study to Academicians

Product involvement helps to explain the purchasing decision process and
purchasing behaviors of college students. Thus, product involvement is an important
factor in the development and implementation of marketing strategies aimed at building
and maintaining market share.
Previous consumer behavior research has included shopping orientation as a
means of differentiating consumers. This study confirmed that shopping orientation is
also important when studying Internet consumers. Specifically, an "Internet Shopping
Preference" factor was identified. This Internet Shopping Preference factor should be
included in consumer behavior models in future research.
High involvement consumers are influenced by a variety of information sources.
Thus, information sources continue to be important in consumer behavior research.
Several studies of consumer Internet search have considered the effort consumers expend
in information search. This study found that frequency of Internet search and length of
information search were related to the sources of information that influenced consumers.
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Specifically, consumers who were more influenced by Commercial Information sources

also searched the Internet more frequently and for a longer time frame. Thus, future
research on Internet consumers should continue to include information search variables.

From a theoretical perspective, this study found that shopping orientation,

information source influence, and situational influences, could affect college consumers'

purchasing decision process. It provides initial research to understand college consumers

Internet shopping behaviors and product involvement. Thus, findings of this study
contribute to the academic research on college consumers' Internet shopping behaviors.

Implications of the Study to e-Retailers

Based on the results of this study, implications for e-retailers and marketers to

respond to the changing wants and needs of college consumers are presented. E-retailers

and marketers can effectively design their home pages to capture and keep college

consumers based on the results of this study. High product involvement consumers are

more likely to search for "availability of products or service" and "store location"

. information on the Internet than low involvement consumers. Hence, e-retailers and
marketers should provide a wide range of accurate product information and full Internet

versions of catalogues or product ranges for college consumers. This would allow
college consumers to see all product ranges and information on web pages. Moreover, to

successfully target college consumers, e-retailers and marketers should offer a product

search function and detailed product information, such as size, colors, and function, on

their web pages.
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Information search is a critical part of the consumer decision process, and high

product involvement consumers are influenced by a variety of information sources, such

as Commercial and Personal Information sources, during the decision process.

Opportunities to use proxies for personal information on the website should be explored.

For example, personal testimonials from product users might simulate information
provided by friends.

Although more than half of the respondents (59.6%) were employed, their budget

for shopping was limited, and their yearly gross income was under $10,000.

The

spending per item of clothing on the Internet ranged from $20 to $59. In order to capture

college consumers and increase sales, e-retailers and marketers should highlight

advantages of current offers, specials, and sales on their home page and offer discounts to
the Internet purchasers (Brown, Pope, & Voges, 2003).

This study found that low involvement consumers shopped on the Internet for

convenience. Therefore, for low involvement consumers, e-retailers and marketers might

increase convenience by minimizing the number of clicks needed to order products and
offer several delivery options on their web pages. To increase Internet sales among low

involvement consumers, e-retailers and marketers should send e-mail notification of

current offers, specials, and sales.

Consumers with previous purchase experience on the Internet are likely to be

future Internet purchasers. Thus, retailers should focus on managing their relationships

with Internet shoppers to encourage purchase intention and loyalty.
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Limitations

This study has certain limitations that must be considered:

1 . The sample was collected using a convenience sample. Only undergraduate

students from the University of Tennessee at Knoxville were recruited for this study. The

sample population of this study was homogeneous. Hence, the findings may not reflect

broad geographic differences among college students.

2. The other limitation of this study is sample size. Even though data were

collected from 473 surveys, this study only used 152 surveys representing high and low
product involvement consumers.

3. This study focused on a single product, clothing or apparel. Although clothing

was appropriate for college students, the results represent a narrowly defined Internet
market segment.

Therefore, results were not representative of all college students'

shopping and purchasing decision behaviors for the Internet market.

Recommendation for Future Study

Because this study was limited to University of Tennessee students, it would be of

value to conduct similar research at other universities to obtain a clear picture of college

consumers' shopping behaviors on the Internet. Moreover, because this study was
conducted with students from the southeast, future research could study consumers'
Internet shopping behaviors within a broader geographic area.

This study did not explore gender differences in Internet shopping behaviors.

Hence, future research might investigate gender differences in Internet shopping

behaviors because gender differences might indicate the different levels of product
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involvement. Moreover, respondents in this study were college-age consumers. Future

research might examine multiple age groups.

Since clothing is considered a relatively high involvement product, future

research might investigate whether product involvement would be useful in
differentiating consumers for low involvement products. Future research investigating
other shopping behaviors such as, patronage behavior, are needed as well.

Because of the small sample size (n= 152), this study did not analyze the reasons

for previous and future Internet purchase based on product involvement. Hence, future

research might determine the reasons for previous Internet purchase and future Internet
purchase based on product involvement.

A future study could consider the relationship between product involvement and

brand commitment as a construct appropriate for Internet shopping. The reason is that
previous research {Traylor, 1 98 1) found that the relationship between product

involvement and brand commitment was significant and positive for some products.

Hence, future research is needed to test brand commitment and product involvement

based on Internet shopping.

Additionally, future research might develop items that measure the situational

influences of Internet shopping. This study adapted items from previously used scales

that were developed to measure situational influences in the context of traditional retail
store shopping. Identifying a broader set of situational influences is necessary to fully

measure situational influences related to Internet shopping.
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QUESTIONNAIRE
Please circle the number which best describes your opinion about clothing or apparel. Although some
questions may sound repetitive, it is important for you to respond to all the questions in order to use your
responses. Please answer each question.
To me, clothing/ apparel is:
1.

Important

2. Of concern
3. Essential
4. Valuable
5. Needed

_1_:_2_:_L:_4_:_5_:_6_:_7_:

Unimportant
Of no concern

_1_:_2_:_3_:_4_:_5_:_6_:_7_:

Nonessential
Worthless

_1_:_2_:_3_:_4_:_5_:_L:_7_:

Not needed

6. Exciting

Unexciting

7. Beneficial
8. Matters to me

Not beneficial
Doesn't matter

Please mark the space with an "X", which best represents your answer to each question. In this section, we
are interested in knowing how you use the Internet for online shopping. Specifically, we want to know
how you use the Internet.
1 . Where do you access the Internet? (Please check all that apply)
Home
4. __ Other ( Example: Internet cafe, Public library, etc)
1.
2.
School
5.
Do not access the Internet
Work
3.
2. How often do you use the Internet for personal shopping?
Never
1.
2. __ Less than once per month
3-5 times/month
3.
6-9 times/month
4.
10 or more times/month.
5.
3. Have you purchased clothing on the Internet?
1.
Yes
2.
No
( * If you answer ill!, please proceed to Question 7)
4. What clothing items have you purcba:sed on the Internet in the past 12 months? (Please list)
1 . -----------

2 . -------------3 . ...-....-....-,............,.,...--,..,....,.....,.,.,...,................

4. ___________

s. ________.._....,._,;
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Question number 5 is related to your past shopping experience on the Internet.
5. What are the main reasons you bought clothing on the Internet? (Please check all that apply)
1.
2.
3.
4.
5.
6.
7.

__ Availability of information from vendors
__ Access to opinions of other customers
__ Reviews and recommendations from experts
__ Saving time
Convenience
__ No pressure from sales people
__ Personalized information based on customer profile (i.e. custom newspaper, book
recommendations, etc.)
8. __Other reasons (Please SJ)ecify:
}

6. On average how much do you pay for clothing when you shop on the Internet?
1.
Less than $ 1 9
4.
$60 to $79
2.
$20 to $39
5. _ $80 to $99
3.
$40 to $59
6.
$100 to more

7.

How likely i s it that you will purchase clothing
on the Internet in the future?

8. What items of clothing do you plan to purchase on the Internet in the future? (Please list)
1 . -------2 . ---------3 . -------4 . -------5 . ----------

Question number 9 is related to your future plans for Internet shopping.
9.

What are the main reasons you plan to use the Internet when purchasing clothing? (l?lease check all that
apply.)
1 . __ Availability of information from vendors
2. __ Access to opinions of other customers
3 . __ Reviews and recommendations from ex.perts
4. __ Saving time
5.
Convenience
6. __ No pressure from sales people
7. __ Personalized information based on customer profile (i.e. custom newspaper, book
recommendations, etc.)
8. __Other reasons {Please specify�
)

10. Will you purchase clothing on the Internet?
1.
Yes
2.
No

1 00

Information Search
Please read each question below. Indicate your general opinion of searching for information about clothing
on the Internet. Please mark the space with an "X", which best describes your opinion about searching for
information.
1 1 . On average, how often do you search for information from Web-based vendors about products or
services you have an intention to buy at some point in the near future?
1.
4.
Do about once each week
Don't do at all
5.
2.
Do less than twice each month
Do several times each week
3.
Do about once each month
6. __ Do at least once each day
12. What kind of information do you look for on the Internet when selecting a product/service? (Please check
all that apply.)
1 . __ Detailed information (Feature)
2. __ Price compadson
Location of store
3.
4. __ Availability ofproduct/service
5.
Other information
__
Not
Applicable
6. •
13. On average, how many minutes do you spend searching on the Internet before you find the first piece
of useful information?
1.
6.__ 46-55 minutes
Less than 5 minutes
2.
7 . __ More than 60 minutes
6-1 5 minutes
1 6-25 minutes
8.__ Don't Know
3.
4.
26-35 minutes
9.__ Not Applicable
5 .__ 36-45 minutes
14. When you are , searching for informationabout clothing items on the Internet, what percentage of the time
do you find what you are looking for?
Close to 1 00 %
4. . , . . Close to 25%
LClose to 75%
2.
5. __._ Close to 0%
Close to 50 %
6. � Not Applicable
3.
�-

1 5. How many minutes on average does it take you to give up an Internet search if you cannot find the
information about the clothing or apparel you are looking for?
1.
Less than 5 minutes
6.__ 46-55 minutes
2.
6-1 5 minutes
7.
More than 60 minutes
8. __ Don't Know
3.
1 6-25 minutes
9.__ Not Applicable
26-35 minutes
4.
5.__ 36-45 minutes
1 6. How long have you been using the Internet (including using email, gopher, etc.)?
1.
Less than 6 months
�,. � 4 to 6 years
7 to 12 months
2.
- . ? years or more
5. ·.. ",--·3. __ 1 3 months to 3 years
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Shopping Orientations
Please read each statement about buying personal clothing or apparel, and then circle the number that
indicates how strongly you agree or disagree with each statement.
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I bought the brand name of clothing that I liked
the most.
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I believe that name-brand clothing is worth its high price.
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5 . I try to be alert to current fashion.
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6
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6. I think I am a good shopper.

1

2

3

4

5

6

7

7. It is important to buy well-known brands ofclothing
on the Internet.

1

2

3

4

5

6
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8. When I purchased clothing, price was the
most important factor.
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3

4

5

6

7

9. I would not buy clothing unless it is on sale.
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s

6

7

10. I make it a rule to shop at a number of stores
before I buy.

1

2

3

4

5

6

7

1 1 . I am most concerned with clothing that has
the latest fashion.

1

2
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4

5

6

7

1 2. I try to shop for clothing on the Internet.
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5
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13. I do not hesitate to buy expensive clothing
if I really like it.
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14. I like to wear a different style of clothing than others wear.

1
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4

5

6

7

15. I selected a brand name carefully because there
was less risk.
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3

4

5

6

7

1 6. I like to try new and different places to shop.
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4

5

6
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17. The direct market (mail order or catalog) is a good place
to shop for clothing.
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1.
2.

3.

When I shop for clothing, I choose the store
first and then decide on the brandto buy.
4. If it is possible, I would rather buy clothing
that has a well known brand name.
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1 8. Local stores are a good place to shop for clothing.
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19. Shopping malls are good placesto shop for clothing.
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20. The Internet is the best place to search for
different kinds of clothing.
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21. The Internet is the best place to purchase
clothing.
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22. The reason I like Internet shopping is that it makes
it easy to compare prices.
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23. The reason I like Internet shopping is that it gi:ite�
consumers' recommendations.
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24. I usually compare at least three brands before choosing.
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25. I carefully watch how much !spend.
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26. The lowest price products are usually my choice.
'
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27. I consider price first.
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Information Sources
Please indicate how much you are influenced by the following information sources. Please circle the
number which best represents your answer.
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2. Newspaper ads
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6
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3.
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4. Direct mail (e.g. catalog)
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5.
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1 . Fashion magazines

TV commercials

Friends

6� Close family members (e.g. parents, Siblings)
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8. Internet (e.g. retaH web site)
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9.
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Store displays
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1 0. Spouse or significant other
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Other people who wear brand name clothing ( or apparel)
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Products Attributes
Please indicate how important each of the following product attributes is to you when purchasing clothing.
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1 . Well-Published Image

2. Well-known brand
3.
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Reasonable price

4. Good reputation

1

2

3

4

5

6
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5 . Brand symbol affixed to clothing

1

2

3

4

5

6
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6.

1
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7. High quality construction

1

2
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4

5

6
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8.

Good fit

1
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9.

Prestige
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Fashionability

10. Nice color and stylish design

1

2

3

4

5

6
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1 1 . Good match to my image and figure

1

2

3

4

5

6
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1 2. Familiarity with label 'I company

1

2

3

4

5

6

7

13. Broad assortment of styles and sizes

1

2

3

4

5

6

7
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Situational Influences
Please read each statement about Internet shopping. Please circle the number that indicates how strongly
you agree or disagree with each statement.
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my clothing shopping
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The Internet is an attractive place to shop.
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3. I do not like to spend too much time planning

5. The Internet stores offer me good quality for the price.
6.
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I shop where it saves me time.

2. I usually buy at the most convenient markets.
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The Internet markets (stores) just do not meet shopping needs.

7. I enjoy shopping and browsing through the Internet.
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8.
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9 . When I find what I like, I usually buy it without hesitation.
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10. I like to shop at home through the Internet.
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1 1 . Internet ordering of clothing at home is more
convenient than going to the store.
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I love to browse through the Internet.

12. I am ordering more things from my home via the Internet
in order to save a lot of time.
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Please place a check (....J ) in the blank that best describes you. This section of the questionnaire is for
statistical purpose only.
1 . Are you
1 .__ Male

2.__ Female

2. What is your marital status?
1 .__ Single/ never married
2.__ Married/living with partner

3.__ Divorced/separated
4.__ Widowed

3. You are a
1.
Freshmen
2. __ Sophomore
Junior
3.

4.
5.
6.

4. Are you presently working?
1.
Yes

Senior
Graduate Student
Other

2.

No

If yes, how many hours per week do you typically work? _____ hours per week
5.

Please indicate your yearly gross income in U.S. dollars?
1 .__ Rather not say
2.__ Under $ 10,000
3.__ $ 10,000-$ 19,999
4._._ $20,000-$29,999
5 ·-- $30,000-$39 ,999

6.

What is your age?
Under 1 8
1.
19 to 20
2.
2 1 to 22
3.

4.__ 23 to 24
5. __ 25 to 26
6.__ Over 27

7. How would you classify yourself?
White/ Caucasian
1.
African American
2.
American Indian/ Aleut
3.
8.

4.__ Asian/ Pacific Islander
5. __ Hispanic Origin
6.__ Other (Please specify: ____,)

What college are you in?
1 . __ Agricultural Sciences and
Natural Resources
Allied Health
2.
3. __ Architecture and Design
4.
School of Art
Arts and Sciences
5.
Business Administration
6.
7.
Communications and Information
8. __ Dentistry
9. __ Education, Health and Human Sciences

9. Your hometown?
City (______)

6.__ $40,000-$49,999
7. __ $50,000-$74,999
8.__ $75,000-$99,999
9.__ Over $ 100,000

10. __ Engineering
1 1.
Law
12. __ College of Medicine
School of Music
13.
14. __ Nursing
1 5 . __ Pharmacy
1 6.
Social Work
1 7. __ Space Institute
1 8 . __ Veterinary Medicine
19. __ Other (Please specify:
)

______

State (__________,,)

Thank you for your participation
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Seoul, Korea and graduated from Eun-Kaoung High School in Seoul, 1988. When she
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